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BRITISH ADVERTISING 


‘ 


CIGARETIES and SORT BRINKS, — 
choose them to.add pleasurg te their moments of 
specialised relaxation —seeipg films and reading 
about film-stars. These million young women are 
regular, ardent readers of PICTUREGOER, the 
magazine whieh, in turn, specialices in their 
favourite pastime. ‘ 
Advertisements in PIGTUREGOER will reach © 
them at a moment when they @re most receptive 


to the thought of buyiag pleasant sccompanimente 
to their sickerciline gee 


over. 


ee ‘ et \oung women are 16 ond 44. 

icturegoer” 

- thar 1,400,000, of whom @18,000 are 25 
: : This 


THE NATIONAL FILM WEEKLY 
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ADVERTISER'S WEEKLY 


Scope for media 
research 


Sin, wish to corroborate 
everything Mr. Audley said last 
week about Mr. Hewitt'’s pro 
posals for a Bureau of Reader- 
ship, | believe that it is a much 
needed innovation, but Mi 
Hewitt’s terms of operation 
would seriously limit its value 

Mr. Hewitt did the Hulton 
Survey inadequate justice. It is 
quite unique in that it is a con 
tinuing survey, has a_ wide 
coverage, and moreover, it pub 
lishes figures for all publications 


IN THIS ISSUE — 
Aertex Week — history—page 


* 


NEXT WEEK: The Silk Screen 
Process. H. Ashford Down, 
president, Display Producers and 
Screen Printers Association, in- 
troduces a new series of articles. 


covered, which surveys by other 
media proprietors do not, Final- 
ly, last year’s check on the 
Hulton Survey gave added 
assurance of the adequacy of its 
research technique. Any Bureau 
of Readership would undoubted 
ly learn from Hulton experience 
before embarking on any project 
of its own 

My view is that the advertising 
profession has left it too long to 
the media proprictors to promote 
media research and that we 
badly need a Bureau of Media 
Research to conduct projects for 
which media proprietors jack 
resources and inclination 

Any such Bureau should be 
responsible for yearly all-inclu 
sive surveys of nationally pub 
lished media. It could also con- 
duct a number of readership sur 
veys covering the conurbations 
which would include the provin 
cial papers as well as the 
nationals, It could increase in 


Allied to the West Country cee 


Bristo. EVENING POST — 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROAD\EAD, BRISTOL. 


To The Editor. . 


formation available on technica! 
publications by approaching 
samples of memberships of dif- 
ferent trade and professional! 
organisations to discover their 
readership of publications ad- 
dressed to them. It could attempt 
a synthesis of media and market 
research on the lines of “Quan- 
tuplication,” published recently 
by the Daily Herald. Wt could 
also assume direction of research 
into the cinema, television, radio 
and poster audiences so that 
common standards are used in 
each branch of research thus 
enabling different media to be 
compared. 

Such an institution would do 
much to raise the status of ad- 
vertising and would be invaluable 
to the media planner 

B. BRICKMAN 
107 Maze Hill, 
Greenwich 
* See Guest Column page 202. 


More names for agents 


‘Publicist’ 

Sin, What's in a name? 
What an admirable and timely 
question! What stimulating and 
constructive replies! May we 
take the discussion a stage further 
and try some words with a wider 
semantic range, propaganda and 
publicity, for instance? 

What about ‘propagandist’ ot 
‘publicist’? Any offers? 

Max T. FRIEND. 
9-11 Valpy Street, 
Reading. 


8.9 . 
‘Advertitioner 
Sirn,—-None of the names sug 
vested so far seems to me to con 
vey the idea of a professional 
status which we all seek, and 
which the Institute of Incor 
porated Practitioners in Advertis 
ing is doing much to promote. 
What abou; “Advertitioner” 
for the advertising expert who 1s 
supposed to know all the 
answers? 
JOHN FERGUS. 
13 George Street, 
Edinburgh, 2. 


. 
*Advertist” 

Sirn,—-I have found that names 
like many others things find their 
own level by general usage or 
acceptance, but if it is necessary 
to have some definite understand 
ing, the word “Advertist™ may 
strike the bill. 

It is both easy on the mouth 
and the ear. 

S. DANN. 
Director, 
Boston Displays Ltd. 


Loadoa Office: 85 FLEET STREET, E.C.4 


’ s 
‘Gent 

Sik, The late Lord Birken- 
head—at a Thirty Club Dinner- 
said: “Advertising men are the 
Harley Street physicians of com- 
merce.” 

It seems to me that many have 
now become Park Lane profes- 
sors of publicity Mayfair 
magicians of marketing——-Picca- 
dilly providers of persuasive 
psychology — but it is my 
opinion that a man who gives 
out orders to the press must defi- 
nitely be called—a “Gent.” 

Louis KAUFMAN. 
2 Wilfred Street, 
Westminster. 


. *. 
*‘Adphyscian 
Sir, -A physician is a profes 
siona] gentleman who diagnoses, 
plans accordingly, prescribes, and 
eventually succeeds in what he 
has been called upon to do. Tak- 
ing a line through the word 
Physician for the purpose of find- 
ing a name that will cover all men 
and women engaged in the busi- 
ness of advertising, I arrive at 
the following: ‘adphyscian.”’ . . . 
The individual is an adphyscist. 
A.V. Kerru, 
A. Vernon Keith & Co., 
London, W.C.1. 


‘Marketect’ 

Sir,—I seem to recall that quite 
recently in the United States the 
modern advertising agent was 
described as a “business archi- 
tect,” which would appear to con- 
vey most aptly the function of 
present-day advertising concerns, 
but only within the confines of the 
profession. 

Using that basic idea, however. 
such coined names as “Marketect™ 
and “Marketant” suggest them 
selves, and these have the virtues 
of aptness, brevity and of rolling 
easily off the tongue, 


L. W. RiGGs. 
Managing Director, 
Riggs Advertising Ltd 


. 

‘Okecharma 
Sirn,—-Why change the name of 
advertising agents? They now call 
themselves all manner of fanciful 
titles. For example: advertising 
practitioners, contractors, consul 
tants, publicists, public relations 
officers, liaison officers — almost 
anything which sounds mystic. 
rather grand and satisfying, very 
much like a word | have just 
coined Okecharma which 
does not mean anything I can 


. » » Weston-Super-Mare 


omerset 


Jury 30, 1953 


think of, but is pleasing for the 
utterer. 

LAWRENCE BLOOM. 
Director, 
East London Printing Co, 


Ad infinitum 

Sirk,—The current correspon- 
dence concerning a new name for 
advertising agent is more amusing 
than any TV parlour game. Why 
is it that ad.-men take themselves 
so seriously? The names that are 
being “cooked” up at the moment 
really are most laughable. May 
J join in? 
Ad-venturer 
Ad-minister 
Ad-aptor 
Ad-versary 
Ad-jutant 
Ad-herent 


get rich quick agent 
man with a mission 
ideas man 

-lyrica] copywriter 
~account executive 
-bill poster. 

V. W. DuRTNAL. 

Chef de Publicité, 
Trico-Folberth Ltd. 


Artistic freedom 

Sir,—In your issue of July 16, 
above the headline ‘Indigestion?’, 
is the face of a man suffering not 
merely the displeasures of dys- 
pepsia, but the inconvenience of 
two pairs of eyes. (This was an 
advertisement for Bisma-Rex. 
Ed.) 

The undoubted head (or heads) 
of the family is the man in the 
Shell ad. whose offspring have 
such a liking for Hammerton’s 
beer, 

As a copywriter, 1 envy the 
artist his freedom. I should like 
to do the same thing with words. 
If growing three heads where only 
one grew before is a sign of pro- 
gress, then copy can be equally 
progressive, 

Wouldn't it be daring and 
modern to write Washes Wetter 

No, I don't 
suppose it would. 
Davip BERNSTEIN. 
23d Leconfield Road, 
London, N.S. 
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RADIO TIMES 


Average weekly net sales 
Sor 6 months 
January 1953-end of June 1953 


SAB SD 


Member of the Audit Bureau of Circulations 


A new enlarged edition of Radio Times 
‘Facts Graphs & Figures’ (96 pages). 
will be ready in November 1953. 


Supplied free to principals. 


Reserve your copy now to avoid 
disappointment. 


~ All enquiries to Head of Advertisement Department 


B.B.C. PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON, W.1. 
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LESS THAN 7,/- PER PAGE 
PER 1,000 


CERTIFIED AVERAGE NET 
SALES OVER 1,800,000 


PROVED PULLING POWER 


100°,, CONCENTRATED 
FEMININE APPEAL 


These are the facts that make WOMAN’S 
WEEKLY the supreme advertising investment 
for any product for women or the home. 


Make sure of your space for the remainder 
of 1953 by booking now. 


WOMAN'S WEEKI 


Ensures the success of any campaign t women 


A. W. BURNETT, Advertisement Director. THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE. LONDON, E.C.4 


CENtral 8080 
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ROSPERITY 


of a “boom” 


magazines are exceptionally bright. 
ment directors of leading groups report marked improvements 
on last year’s bookings, sometimes by as much as 20 per cent. 


Outlook for national news- 
papers appears particularly en- 
couraging. Their advertisement 
directors comment as follows 

Leslie W. Needham (/ xpress 
group): “The prospects are 
overwhelming. | am horrified at 
the thought that the prospects 
of sufficient newsprint do not 
match up with those of the ad 
vertising.” 

W. Memory (News Chronicle): 
“The outlook is first class. Our 
bookings are 20-25 per cent up 
on last year.” 

Charles W. V, Truetitt (Associ- 
ated Newspapers): “The whole 
group is very well placed for the 
autumn. The demand for space 
in the Daily Mail, Evening News, 
Sunday Dispatch Weekend 
Mail and Daily Sketch 1s very 
strong indeed. The prospects are 
excellent.” 

Ewart Berry (Kemsiey News- 
papers): “Bookings in hand are 
very healthy.” 


Provincial prospects 


A more cautious, 
timistic attitude, is 


though op- 
taken by 


provincial newspaper advertise- 
ment directors. 

R. H. Penney (Northcliffe 
Newspapers) comments: 
“Several large-space advertisers 
have already booked for the 
autumn and winter months. As 
regards the small Advertisers, 


that will depend very much on 
the state of the retail trade, and 
one would obviously anticipate 
that this will encourage greater 
spending.” 

An interesting comment on the 
general position for the provin- 
cial press was made by Com- 
mander A. Robertson-Macdonald 
(Provincial Newspapers), who 
said that, looking at the pros- 
pect through the rosy spectacles 
of an optimist. he found it 
“reasonably good, bearing in 


is in the air. 


There are unmistakable signs 
autumn, and prospects for newspapers and 
In most cases advertise- 


mind that the use of much more 
newsprint at anything ike 
present price Is not an economic 
proposition f 


press as 


products were 


that they could best help the re- 
tailers to 


the provincial ¥ op ig a 
whole.” More and pre rookings for all Odhams 
more sales managers of national or ee sane he pa 
becoming aware with the increase in sales, 
Stuart Mander (Newnes- 


through the intimate appeal of - ane - soe oe saphre: 
. < 

the provincial press; and the red wore a: a aad vel” 
sooner they turned that aware- ing tinny nn aptatnn yea Member 
ness into action, the more they Scottish magazines break 
would please retailers and new ground 
the prospects of the provincial With their first issues 
— would be enhanced accord- August the two 
ingly. nipers “Farming News’ 

“As regards the bookings in pte ; per 


my own 


ably with last year in most cases, Four pages in colour have 

but it should be remembered heen hooked hy the 

that much of their bread and hurgh agents, J. G. Met 

butter is the local advertiser.” & Co., for their clic nis 
Ernest Lumsdon (Westminster tish Agricultural 

Press Provincial Newspapers) Lid., to publicise the 


claimed that bookings and pros- 
were \ 
than had been anticipated six or 3 


pects 


group,” 
forward space compares favour 


Magazine 


Harris 
Press) claims 
bookings for 
“Woman” and 
have 
each of 


the 


colour. 


their stocks 


“Scottish 
he said, “the tage 


first time. 


much better are available 


group 


never been 
these 


Pearson) comme 


Farmer” 


m0MN 


Record demand 
for colour 


that 


“John 
better 


journals 
carrying a record volume 


nts: Prospects 


ranges Of feeding stuffs which 
that Gov- 


advertise 
ment directors are happy too 
Kamlish = (Od/iariy 
aulunin 
“Wlustrated, 


Bull” 


pace 


Scottish 


will carry 
colour advertisements for the 


allum 
Scot- 
Industries 
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20% bookings leap heralds an 


autumn ad. boom 


sernment control of animal 
cight months ago. In his own sfeeding stuffy has ended. 
, ‘ . . > ; 4 . 
group of papers, local advertis- 3 [here will be a follow up oft 
ing had shown an increase in- 3 full- page black and white? 
stead of =the expected post- 3 spaces. : 
Coronation slump, Pcccccccccccccescccccocccoseees seevoee 

ONAN 


er 


PARNALL use 


Gotlings 


DOLAN GETS 
BIG CAR 
ACCOUNT 


Dolan Davis Whitcombe & 
Stewart have been appointed to 
handle car advertising for Arm- 
strong Siddeley Motors. 

The first campaign will break 
in August for the new Sapphire 
car. 


Waterman Pen for 
Cecil D. Notley 


Waterman Pen Co., Ltd., have 
announced that by mutual con- 
sent, their advertising will, with 
effect from August 1, be trans- 
ferred from Mather & Crowther 
Lid. to Cecil D, Notley Adver- 
tising Ltd. 

(For the vest of the week's 
news about advertising accounts 
see pages 226 and 227 and the 
Stop Press on back cover.) 


Benson iia 
a bet for NABS on 
cricket” result 
S. H. Benson Lid, will celebrate 
their diamond jubilee in Septem 
ber. Plans for the celebration are 
now being completed and will be 

announced shortly 
On September 2 
present stall ay 


past and 
playing a cricket 
match. The two captains, Douglas 
Bain and Dudley Turner. have a 
£5 wager on the result for 
N.A.BS. 


* Annual gift for Two Freds 
see page 198 
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Readership steady, with weekly mungnaines 


on the u 


up-grade 


HULTON SURVEY CHECKS ON HABITS 


OF TELEVISION AUDIENCES 


ENERAL weekly magazines, as a group, appear to be 
making some recovery from the decline in readership 
which they sustained last year, according to the seventh edition 
of the Hulton Readership Survey, just issued. Aggregate 
readership of newspapers and periodicals shows little fluctua- 


tion. 


For the first time the Survey gives information about 


the reading habits of the television audience. 


Slight changes in the aggregate 
readership of daily newspapers 
(both national and jocal) are 
attributable to a decrease in the 
average number read per reader 
(presumably a consequence of the 
slowly increasing size of papers), 
which rather more than out 
weighs an increase in the number 
of people who read daily news 
papers at all. ‘The same general 
picture is found in respect of 
local weekly newspapers. On the 
other hand, neither Sunday news 
papers nor evening newspapers 
exhibit any material change from 
the 1952 position. 

General weekly magazines 
appear to have made, as a group, 
some recovery from the 1952 set 
back, while women’s weekly 
magazines have continued their 
expansion (though at a rather 
reduced rate) Monthly maga 
zines (general or women's inter 


Saf ely was not 


first objection 


Appearing for Brighton Cor 

yration at a Ministry inquiry at 

righton, J. W. Barraclough said 
an advertisement hoarding would 
divert the motorist’s eye 

The inquiry was into the appeal 
of Solosigns Ltd. of Portland 
Place, London, against the coun 
cil’s refusal to permit a 24 ft. by 
11 ft. advertisement hoarding to 
be placed on a wall in Ditchling 
Road, Brighton, 

H. M. Lyons, QC. for the 
firm, said he was resting his case 
solely on the assertion that not 
a single amenity would be ad 
versely affected by the sign, 

He would appeal again if the 
inquiry found against him on the 
grounds of road safety, as this 
was not the original counci) 
objection 


UK PRODUCTIVITY 
FILM IN GERMANY 


A film on British productivity 
is being shown at the West 
German Productivity Exhibition 
at Dusseldorf. Entitled “Lloyd's 
Nowadays,” the film, which has 
German dialogue, illustrates the 
method used by F. H. Liovd & 
Co, to achieve higher producti 
vity, including the use of more 
modern machinery and suitable 
use of raw materials 


est) have continued to decline, it 
is Stated, both in the number of 
people who read them at all and 
in the number of individual pub- 
lications read per reader, with 
consequent large decreases in 
aggregate readership 

For the first time in the Hulton 
Survey the Manchester Guardian 
is included among the national 
newspapers. 

In the information listed on 
reading habits of the television 
audience, an enormous change in 
the pattern of distribution is 
commented on. Whereas of those 
people who had sets prior to 1949 
some 40 per cent were in Class 
AB and only 36 per cent in Class 
DE, the people now getting them 
are divided as only 19 per cent 
in Class AB and 59 per cent in 
Class DE, 


5 million viewers 

The number of people who 
view on any average night is 
nearly five million, of whom 
upproximately one-fifth are doing 
so in somebody else’s home. This 
average is for the first quarter of 
the year that is, before the 
Coronation 

A table shows the reading 
habits of people who live in the 
IV areas, according to whether 
or not they have a TV set in their 
homes 

The Survey comments: “This 
table is included for the practic: il 
benefit of the advertiser; it is not 
a suitable basis from which to 
deduce sociological trends, This 
is not to say that a study of the 
change in reading habits resulting 
from the introduction of TV 
could not be made from the exist 
ing material, but that the problem 
is far too complex to be dealt with 
summarily in a limited space.” 
Field-work for this edition of the 
Survey extended over 13 weeks 
and was completed on March 31 
last. As in previous editions the 
sample was planned to be 13,000 
interviews; the actual number 
achieved was 12,991. 

Improvements adopted for the 
1958? edition the random selec 
tion of electoral divisions as 
sampling areas, and inclusion 
among the controls of an indus 
trial classification, were repeated. 

Ihe Survey was compiled by 
| W. Hobson and H. Henry, the 
technique of sampling and execu- 

n of field work being under the 
direction of Dr. Mark Abrams of 
Kesearch Services. 


Aggregate 
readership 


Average number read 
per reader 


12 


100,000 
i“ 100,000 


National morning pa 

All morning paper» 
6 500, 000 

| 74 500,000 


E vening paper rs 26,500,000 


National Sunday pat 
All Sunday paper 


| 
} 
| 
| 
| 


1953 
37,200,000 
43, 100,000 
6,600,000 
74,400,000 


26,900 000 


| 
Local weekly or t | 
newspape rs | 25,050,000 


24,800,000 


61,500,000 


“14,700,000 


General weekly magazi 
ARS Ey CR | 
*General monthly magazines ses | 


64,400,000 


12,800,000 


AMONG WOMLN ONLY: | 
Women’s weekly magazines | 22,500,000 


| 23,100,000 


Women’ s monthly magazines | 12,550,000 


12,000,000 


*Excludes “ digests" in 1950. 


Sound effects for 


° 
store displays 
Franco Signs Ltd, are experi- 
menting with illuminated store 
displays which incorporate appro- 

priate sound effects 

The idea is a development of a 
scheme recently introduced into 
the Tree Walk feature in the 
Festival Gardens. From the tree 
tops comes the sound of bird 
song, apparent!y emanating from 
the numerous jlluminated birds 
among the branches 

The effect is obtained by a 
tape-recording which is repro 
duced by loud speakers con 
cealed among the trees. 

Franco Signs Ltd. are respon- 
sible for the illuminated displays 
as well as the sound effects. 


Coalite campaign 


‘very satisfactory’ 

Results of the Coalite advertis- 
ing campaign launched last year 

the first since 1939—are ex- 
tremely satisfactory, states the 
chairman of Coalite & Chemical 
Products Ltd. (Cmdr. Colin Buist) 

Objects of the campaign, he 
says, were to bring the name 
“Coalite” to the notice of a 
generation that had grown up since 
the war, and to persuade con- 
sumers to stock domestic fuel in 
the summer 

G. S. Rovyds Ltd. are the agents 


Newsprint price 
cut 10s. a ton 


A further reduction of ten 
shillings a ton in the equalised 
— of newsprint is announced 

w 


The Newsprint Supply Com- 
pany has agreed with the Associ- 
ation of Makers of Newsprint 
that the price of newsprint to be 
delivered by the British mills in 
the second half of 1953 will be 
reduced to £50 10s. a ton. 

From March 1 the equalised 
price, which is the price actually 
paid by newspapers within the 
Company's scheme and which 
covers imported as well as home 
manufactured newsprint, was 
reduced by 20s. to £53 a ton. 
Now comes a further reduction 
of 10s. a ton to: (Lightweight) 
14 |b. demy 5400's, £52 10s.; 
(Standardweight) 14} Ib. (or over) 
demy 4500's, £52 Ss. 


Size restriction 
is eased 


A new order to allow news- 
papers increased flexibility in the 
use of their permitted paging has 
been made by the Minister of 
Materials. 

So long as the appropriate total 
paging allowance for the 20 
weeks post-Coronation rationing 
period (that is up to January 9, 
1954) is not exceeded, newspapers 
will be free to publish on any day 
during that period issues of as 
many pages, or as few, as they 
choose. 

The new order comes into oper- 
ation on August 23. 


Magazine editors 
meet manufacturers 


Magazine editors were guests of 
Editorial Services Ltd. at an informal 
lunch given at the Savoy last week 
to enable them to meet a number of 
manufacturers of domestic electric 
appliances, as well as the principal 
executives of British Electrical and 
Allied Manufacturers’ Association. 
Claude Simmonds, managing direc- 
tor of Editorial Services Ltd., who 
are acting as public relations advisers 
to B.F.A.M.A. was in the chair 
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Last Thursday Mills & Rockleys Ltd. held a reception aboard H.Q.S. Wellington on the Thames to celebrate 
the 25th anniversary of the formation of the company. Here pictured are: (1) Harold Barrett, deputy president 
of the British Poster Advertising Association, proposing the toast of the firm. (2) George Mills and Mrs. Mills 


welcoming Sir Frank Alexander. 


J. C. Naaké, S. E. 


of Imperial Tobacco 


Net sales see-saw 


Latest average net sales figures, 


just announced, include: 


(3) L. to R 
of T. B. Browne Lid., Mr. and Mrs. 


| 


| Jan.- July- 

| June Dec 

| 1953 1952 
Manchester Guardian | | $6,892] 127,767 
The People | 375,081,771 
Daily Herald ; 1,8 


The Sporting Life 
Everywoman 

Horse and Hound 
Ideal Home 

Melody Maker 
Mickey Mouse Weekly 
Mother 

Picturegoer 


Poultry Farmer 34,409) 29,705 
Electrical and Radio 

Trading 9,788 9,110 
Hairdressers’ Journal 30,055; 20,814 


Kinematograph 
Weekly 
Good Motoring | 


5,927 
30,068 


The Kerryman | 24,505 24,238 
The Cambridgeshire | | 
Times series 65,323 64,246 
Bournemouth Times | 
series 3 37,050 
Manchester Evening | 
fews , 336,056) 331,323 
Business 12,825) 12,533 
The Free Press of | 
Monmouthshire 16,072 15,897 
| 


Dursley Gazette and | 


Stroud Journalseries; 21,517, 20,71 


When your fare asks. . 


Taxi-drivers are the latest target for 
public relations. This amusing draw- 
ing is on the cover of a folder 
issued to them by Time-Life Inter- 
national showing the exact location 
of the Time & Life Building, in 
New Bond Street, W.1. “We shall 
be glad to see that cab of yours 
anytime,” says the folder, “for 
we're as pleased to see the visitors 
vou bring as you are to bring them.” 
Aim of the folder is to make “‘Time- 
Life’ as well known an address, as, 
say, Selfridges. 


- front row: 


Ltd. In the background: F. 
(See Mainly Personal, page 222.) 


E. Puplett of Poster Services Ltd., 
R. Nelson of Outdoor Publicity Ltd. and Mrs. Puplett. 
Carter of National Solus Sites Ltd., C. 
Co. 


Ronald Browne 
Second row: 


Gaskin of Stafford & Co., Ltd. and Stanley Dixon 
Jennings 


of S. H. Benson Lil 


“SUNDAY PICTORIAL’ AD 
RATES UP-NOV. I 


As from November 1, the 
advertisement rates of the 
“Sunday Pictorial” will be in- 
creased by a basic £24 per 
column. 

Alister 1. Morison, advertise- 
ment director, told ADVERTISER'S 
Wrekry 

“Quite apart from the fillip that 
the Coronation gave to news- 
paper circulations generally, that 
of the Sunday Pictorial has risen 
steadily month by month over the 
last six months, 

“We feel, therefore, that we 
have every justification for in- 
creasing our advertisement rates.” 

Net sales of the Sundav Pic 
torial have risen from 5,128,887 
to 5.262.856 within the nast six 
months 

The new rates will be: 

Basic rate: From £320 per 
column to £344; front half of 
paper from £385 per column to 
£414: 6} in. d/c semi-solus page 2 


from £440 to £473; 6} in. dic 
solus page 3 from £528 to 
£567 10s.; 6} in. d/c under and 
next matter from £396 to 


£425 10s.: 6} in. d/c solus page 
5. 7, 9 and back page, from £462 


to £496 10s.: half page from 
£1.540 to £1,655; semi-solus 
101 in. x 4 columns from £1,200 


te £1,290; mail order from £400 
per column to £430; prospectus, 


company meetings, newspaper 
and periodical announcements, 
turf accountants, pools, per 


column and pro rata from £440 

to £473 

* New “Pictorial” and “Mirror” 
appointments—See page 200. 


. . . 

Rayon exhibition 

As part of the autumn exhibitions 
programme at Hamilton House, 
London headquarters of the British 
Rayon and Synthetic Fibres Feders- 
tion, it is proposed to stage an exhi- 
bition of furnishing fabrics from 
October 20 to November 6. The 
exhibition is being organised in con- 
junction with the Furnishing Fabric 
Federation. 


New competitive 


TV plan? 


Phe Government is reported to 
be considering the establishment 
of a public corporation separate 


from the B.B.C. to broadcast 
competitive television pro- 
grammes. 


The organisation would, it is 
proposed, receive some State 
grant, but would get most of its 
revenue by selling time on the 


There have been 19 applica- 
tions to operate commercial TV 
stations in the London area, 14 


in Birmingham, 14 in South 
Lancashire, 11 in Central Scot- 
land, 11 in the Bristol ardiff 


area and applications for 26 sta- 
tions outside these main centres. 


air to advertising interests. This 
would help to solve the technical 
difficulty of shortage of avail- 


able channels in Band II for 
TV services 
The new organisation could 


have one channel, and the B.B.C. 


the remaining channe!, Only 
two channels are available at 
present. 

Norman Collins, on behalf of 
the Associated Broadcasting 
Development Co., is offering 
£19.539 a year for a 21-years 


when 
Alexan- 


lease of the two main halls 
the B.B.C. move our of 
dra Palace in 1956 


ADVERTISER'S WEEKLY 


Radio Luxembourg 
Million enter 
competitions 


During the 16 weeks that Radio 
Luxembourg’s summer competi 
tions were running, 384 prizes 
were awarded. Total prize money 


distributed was £3,995 

Nearly a million entries were 
received Ihe highest week 
brought 122.808; the — lowest 
26.316 Entries during Coro 


nation Week were $7,018. Replies 
for the last week of the scheme 
totalled 61,404 

Included in the competitions 
were 121 questions on or about 
sponsored programmes or the 
sponsors’ products and commer- 
chals Emphasis was given to 
those programmes — running 
throughout the summer period 

In addition, all sponsors using 
the English transmissions during 
the summer receive at least two 
to three mentions a week, draw 
ing attention to their products and 
their programmes at various times 
throughout the evening This 
scheme will continue until Sep 
tember, 

Radio Luxembourg Advertising 
Lid. state that the scheme 
achieved its aims, particularly in 
being able to induce the Radio 
Luxembourg audience to listen to 
programmes they had not heard 
before, and in making them con 
scious Of sponsors’ commercials, 


Sponsors hunt 
for new ideas 


The increased demand for 
sponsored programmes on Radio 
Eireann has these results 

THE STATION is insisting on a 
higher standard of programme 
and wants to build un its ‘national 
characteristics.’ 

1H SPONSORS 
for new ideas. Some are being 
sought in) America The disc 
jockey type of show is on its way 
out, 

Sponsorship is now — being 
sought in Ireland for a country 
wide talent contest the winner 
being sent to America for tele 
vision engagements, and a register 
of other entrants being compiled 
for use when Ireland establishes 
its own television service 

This week Francis MacManus, 
vyeneral features officer of Radio 
Eireann, returns from a. three 
month study tour of American 
radio and television stations. lt 
is believed that a conference may 
be called shortly to review the 
future of sponsorship in the light 
of American conditions 


are scrambling 


Testing the public’s reaction 


In an effort to test public re- 
action to commercial IV, Pye 
Ltd. took an 8 in. de. space in 
the Evening Standard \ast week. 

The ad. was headed If com 
mercial TV comes” and the copy 
announced: “We intend to market 
a TV set that will only receive 
the BBC. programmes It is 


hoped that this will help those 
people who do not feel strong 
enough to turn off the commercial! 
programme switch.” 

Readers interested were invited 
to write to Pye. At the time of 
going to press the response was 
not known by the agents, Arks 
Publicity Ltd 
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ADVERTISER'S WEEKLY 


Club News 


Birmingham 
H. C. Longley tells 
of American TV 


If sponsored TV comes to Britain 
it will be handled with the sam 
perceptibility as other forms of ad 
vertising and be much less forceful 
in style than American TV, said 
H. C. Longley when he told Birm 
ingham Publicity Association of his 
recent extensive tour in the U.S 
and Canada 

r. Longley thought that spon 
sored TV in’ Britain would neve 
reach the same proportions as in 
America in relation to other ad 
vertising expenditure 

‘The British just aren't advertis 
ing-conscious, and you have to 
member that not only do the 
Americans accept advertising more 
readily, but they have no great 
national newspapers such as ours,” 
he said. 

One American advertiser alone 
was Spending £1 millon a year on 
this form of publicity. Mr. Longley 
doubted if any one British advertiser 


At a general meeting on Thursday, 
members of the Aldwych Club 
unanimously authorised the com- 
mittee to complete the extension of 
the lease of the Club premises for 
eight years, at an increased rent. 


would spend even a third of that 
figure. 

Just as an agent bought the best 
press and poster spaces for his 
client, so he sought the best time 
on TV. Viewing figures were avail- 
able and time rates were based on 
these. The average cost of a halt 
hour programme on American TV 
was about 60,000 dollars: 25-40,000 
dollars for a peak “time,” 24 
28,000 dollars for the production 


London 
poh an smth 


To share Aldwych 
facilities 


This winter, members of | the 
Publicity Club of London will again 
enjoy the facilities of associate 
membership of the Aldwych Club 

Negotiations have been completed 
which will enable Publicity Club 
members to use the Aldwych Club 
every Monday evening from the be- 
ginning of September 

Reg Cooper, hon. secretary of the 
London Club, who negotiated the 
present arrangements, emphasised 
that it should not be regarded as 
more than an interim) measure 

“The Publicity Club of London 
cannot be satistied until it has its 
own premises,” he said. “The mat 
ter is being actively pursued at the 
moment but it may take several 
months before arrangements can b 
completed, and in the meantime we 
are greatly indebted to the Aldwych 
Club) for the courtesy) of thei 
premises,” 


In brief... 


Andrew Milne has once again 
been re-elected chairman of the 
Fleet Street Column Club. . . 
A ladies’ cricket) match between 
Northumberland County Ladies and 
Durham County Ladies, organised 
by the Neweastle and District Pub- 
licity Club, resulted in a sum of 
nearly £50 being raised for the 
Percy Hedley School for Spastic 
Children, 
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‘Now and every year’ gill to 
Two Freds match for NABS 


Gee & Watson, Ltd, are once 
again giving all the blocks for the 
cover and editorial pages of the 
programme of this year’s “Two 
reds” cricket match for N.A.B.S. 
And they are also going to do 
this in the years to come, for 
A. Edward Jones, of Gee & 
Watson, writes: 

“If it eases your mind for the 
future you may place on record 
that we shall willingly under- 
take this annual job for 
N.A.BS.” 

This is the kind of support that 
iS spurring on the organisers of 
the 1953 game to be played 
at Hurlingham on September 9 
to beat last year’s record collec- 
tion of over £1,800. Help can be 


ADS IN) LIGHTER 
MOOD 


The Lightscope Company of 
Manchester, has applied for a 
patent for a method of advertis- 
ing which, they claim, is especi- 
ally applicable to direct mail. 

The idea is a card which. 
when held up to the light, shows 
slogans and pictures which were 
previously — invisible. Several 
firms have already adopted the 
idea for direct mail shots 
Humphries Jackson & Ambler 
Ltd, manufacturers of leaded 
lights, are sending out cards with 
a drawing of a house with plain 
windows. When held up to the 
light coloured leaded windows 
appear. 

Another firm, Aerex Ltd, 
makers of industrial drying equip 
ment, have used a picture of a 
housewife hanging washing on a 
line. When held to the light a 
photograph of a drying cabinet 
appears. 

Half-tone, colour pictures, line 
drawings and silhouettes can be 
used. 

The Lightscope Co, state that 
although direct mail is the ob- 
vious use for the technique it can 
also be adopted in press adver- 
tising, On good quality paper, or 
for posters 


. 

Will produce Royal 

. 

film show brochures 

Theatre Publicity Ltd. have 
accepted an invitation to produce 
the gala souvenir brochures for 
the Ceronation Year Royal Film 
Performance. ‘The performance, 
to be attended by the Queen, will 
be held at the Odeon, Leicester 
Square, on Monday, October 26 

A. M. Malin, Theatre Pub 
licity’s sales promotion manager, 
who will be handling these pro 
ductions, says that this vear it is 
hoped to elaborate the magazine 
supplement still further with a 
survey of the new techniques 
that have come to the forefront 
in the last few months 

Provincial Roval film premi¢res 
are to be held at Bournemouth 
on October 28 and Bristol on 
October 29. 


given in one ill of four 
ways: 

1. By taking space in the pro 
gramme—With a cover in colour, 
specially designed and given by 
Fougasse, the programme will be 
representative of all sections of 
the advertising business (For 
programme space please contact 
John Sime, 180 Fleet Street, 
E.C.4, CHAncery 8844.) 

2. By sending goods for the 
auction after the match Appeal 
is being made to manufacturers, 
both direct and through their 
agents, to send goods for auction. 
(Please send to the auctioneer, 
Harold Fish. co The Ludgate 
Circus Garage, Seacoal Lane, 
P.C.4.) 

3. By buying tickets for the 
game itself Once again the 
teams will be “Agents and Adver- 
tisers v. Press and Print.” (Ticket 
sellers this year are: A : 
MclIsaac, Argus Press, Ltd.. 
CENtral 3701, and Leo O'Farrell. 
Rumble. Crowther & Nicholas. 
Ltd., TEMple Bar 9271.) 

4. By offering incentives to the 
plavers One idea this vear 
comes from J. Harrison Haworth 
who, with his mind on yet another 
Fest match draw, offers £5 for “a 
definite result.” (H. Dawson- 
Salmon, Argus Press, Ltd.. 
CENtral 3701, is collecting incen- 
tives.) 


Obituary 
W. R. Baird 


W. R. Baird, chairman and man 
aging director, Belfast Telegraph 
was killed on Saturday when his 
Ferrari racing car overturned at 
Snetterton, Norfolk. He was 42. 

Mr. Baird was the only son of 
Major Sir William Baird, proprictor 
of the Belfast Telegraph and W. & 
G. Baird Ltd. He became chairman 
and managing director on the retire- 
ment of Sir William from active 
participation in- 1981.) As a prac 
tical engineer he pursued the highest 
degree of technical efficiency, whil 
tas editorial innovations included the 
introduction of front-page news and 
a tele-photo service, which helped to 
raise his newspaper's circulation to 
record levels 

In recent months he was also en 
gaged in rcorganising the commercial 
printing business of W. & G. Baird 
Lid. He studicd newspaper methods 
during a number of visits to the 
United States. 

His work brought him into close 
contact with the Belfast Newspaper 
Society. the Master Printers’ Asso 
ciation, and other trade bodies both 
in Northern Ireland and England 

Mr. Baird was a well-known figure 
it motor races in the United Kine 
dom and on the Continent and had 
gained a number of successes. 

. ’ 
Louis Cassera 

Louis Cassera, an executive with 
b. Griffiths Hughes. Ltd. Man 
chester, died last Thursday from a 
heart attack. He was §7, 

Before joining that firm) many 
vears ago. he was with the London 
Press Exchange, engaged mainly on 
production work with the Griffiths 


Hughes account (Kruschen, Rennies 
Karswood). 
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Protecti ng the 
consumer 


“The consuming public now 
enjoys, or will shortly enjoy, 
through the introduction of new 
British standards and marking 
schemes a greater measure of 
help, advice and protection than 
it had before the war,” states 
a progress report by the British 
Standards Institution 

The report adds: “No one pre 
tends, however, that non-techni 
cal buvers of consumer goods are 
yet sufficiently informed or pro 
tected from misrepresentation on 
factors which they are quite un 
able to assess for themselves at 
the time of purchase. The over 
riding objective must continue to 
be the provision of the greatest 
amount of this essential informa- 
tion in the simplest possible 
terms, leaving consumers free to 
exercise their own tastes and to 
suit their own pockets in the 
design, appearance and general 
suitability of the goods.” 


. . . 
Business efficiency 
. . . 
exhibitions 
The Office Appliance and Busi 
ness Equipment Trades Associa 
tion are holding two further 
provincial Business — Efficiency 
Exhibitions this year The first 
will be opened by the Lord 
Mayor of Cardiff, Sir James 
Collins, on Monday. September 
14, at the Drill Hall. Dumfries 
Place, Cardiff, and will run until 
Thursday, September 17. Already 
46 firms have announced their 

intention of taking stands 

The second of the Association's 
regional B.E.E.’s will open at 
Northumberland Hall, Newcastle, 
on Tuesday, November 17. 

Attendance at the Association's 
Business Efficiency Exhibition at 
Olympia in June was a record, 
nearly 72.000 passing through the 
turnstiles, over one-third more 
than visited the 1951 B.E_E. there 


Order of the Bath 

\ compromise agreement has 
heen reached between Bath 
Corporation and Cadena Cafés 
Ltd. over the latter's stainless 
steel title on their shop facia 
The committee responsible con- 
siders its job is to persuade 
traders to make their shop signs 
conform to the Georgian 
character of Bath architecture 
Cr. W. H. Gallon said: “What 
is good enough for Swindon and 
Reading won't do for Bath. In 
other cities traders can vie with 
each other in putting up eye 
catching signs Here, in Bath, 
we don't fee! that would be 
proper.” 


> 
Tonic for tired faces 
Innoxa are launching a new 
product—White Mask facial tonic, 
it cream for “revitalising the skin.” 
Advertising will be covered by th 
current Innoxa campaign which is 
three times as heavy as last vear. 
Seventeen magazines are on the 
schedule Osborne-Peacock co. 

Ltd. are the agents 
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Print for pillows 

A new range of prinied ad- 
vertising for Fogartys of Boston, 
Lincolnshire (makers of Ariel and 
Swan pillows) takes the place of 
a catalogue. The illustrated leaf- 
lets (right) fit into the wallet 
(bottom left), which is printed in 
black and pink on white card. 
The leaflets carry descriptive mat- 
ter but no prices which are 
given in separate wholesale and 
retail price lists of the same page 
size. The photography was by 
Dennis Hooker, and the design 
by Alec Davis (advertising mana- 
ger, Fogartys). The printers were 
Balding & Mansell, Wisbech (ex- 
cept for the price lists, which 
were by Guardian Press, Boston). 


This entry by Frank Sisson, of High 
Street and Annesley Road, Hucknall, 
won the first prize of £400 in the 
Coronation window display contest 
organised by “His Master's \ vice.” 


Judges were Jonah Barrington 

(‘Daily Sketch” radio critic), Dr. 

Wells Coates (designer), Joyce How- 

lett (editor, “‘Everywoman’™), and 

Norman Wilson (art director, Charles 
F. Higham Ltd.). 


. . 

Spicers celebrate 

When celebrations were held by 
Spicers to mark the reopening of 
the new Tudor House in Cornwall 
Street, Birmingham, over 200 mem- 
bers of the printing and allied trades 
gathered to meet the directors and 
inspect this model paper warchousce. 

A toast to the success of Spicers’ 
Birmingham branch was proposed 
by J. Tyler who recalled that he 
began his career in paper with 
Spicers exactly 40 years ago. He 
was seconded by H. Edwards who 
has completed almost 50 years in the 
Birmingham paper trade. In reply, 
the managing director, James Spicer 
whose ancestors founded the firm 
100 years ago, reminded those pre- 
sent that he too began his career in 
the paper trade in Spicers’ Birming- 
ham branch. 
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Doctors like direct mail 
if brightly presented 


A warning against the introduc- 
tion of false economies which 
might affect the marketing of 
medicines supplied under the 
National Health Service was 
given by Ronald F. Severn, ad- 
vertising manager of Abbott 
Laboratories Ltd. at a luncheon 
meeting of the British Direct Mail 
Advertising Association last week. 

“The successful marketing of 
ethical products in this country 
and overseas,” he _ declared, 
“brings more than prosperity to 
the pharmaceutical industry. It 
also brings added means of relief 
to the suffering.” The advance of 
medicine would be retarded if 
the planners carried their econo- 
mies too far. 

Despite the difficulties in pro- 
moting ethical products, he said, 
advertising, when properly plan- 
ned, prepared and used, could 
perform certain sales tasks better, 
faster and more economically than 
other merchandising methods, 

“It is important to remember, 
he continued, “that advertising 
is merely a sales tool and nothing 
more, Too frequently it is con- 
sidered an end in itself.” 

The media available to an ethi- 
cal pharmaceutical house included 
sampling, direct mail, medical 
press advertising, exhibitions and 
films 

“Samples,” he explained, “are 
placed first intentionally for they 
can be the ‘sales magic’ of selling 
to the medical profession, pro- 
vided they are properly used with 
direct mail and press advertising 


” 


New hat drive 


women like 


When the hatters open their 
new publicity drive in September 
some advertisements will be 
angled on the theme that most 
women like men to wear hats. 

Surveys carried out in Birm- 
ingham, Manchester and Bristol 
are stated to have proved this 
Feminine preference was 
strongest for the snap brim trilby. 

Some of the advertisements will 
show pictures of two women just 
disappearing into the margin 
with one saying: “It gave me such 
a thrill when he smiled and 
raised his hat” or “Above all 1 
like a man to wear a hat.” 

The campaign will be concen- 
trated into three months—Sep- 
tember-November. The schedule 
covers the Daily Express, Daily 
Herald, Daily Mail, Daily Mirror, 
News Chronicle, Illustrated and 
Picture Post. F. C. Pritchard, 
Wood & Partners are the agents. 

Speaking at the Hatters’ Con- 
venfion at Buxton, A, Chichester, 
a director of Men's Hat Promo- 
tions Ltd, which controls the 
campaign, said: “The advertise- 
ments cannot by themselves sell 
hats: their job is to make men 
aware of the fact that it is a 
good thing to wear a hat—to 


in a well-balanced programme.” 

Speaking of the value of direct 
mail he stated that this form of 
advertising would produce the 
largest number of sample re 
quests, inquiries for information, 
and direct orders. 

The material used should be as 
attractive and colourful as pos 
sible. The medical profession, 
who received such a barrage of 
direct mail, had become impet 
vious to the dull presentation so 
often thought to appeal because 
it was “dignified.” 

Replies should be over 10 per 
cent. Less was generally con- 
sidered to indicate that the mail 
ing had been unsuccessful. And 
returns of above 25 per cent. were 
not uncommon, Response to 
medical press advertising offers of 
samples and literature, on the 
other hand, was generally one to 
three per cent. But, he pointed 
out, the volume of medical press 


advertising replies was by no 
means the sole measure of its 
worth. 


It was of great value for re- 
minder advertising and in addi- 
tion, advertisements published in 
the leading journals were accepted 
by the profession almost as testi- 
monials certifying the integrity, 
character, and the observance of 
high ethical standards in dealing 
with the medical profession 

“Failure to advertise in profes- 
sional journals may introduce an 
element of doubt in the minds of 
the medical profession.” he 
warned. 


will stress what 
men to wear 


make them hat-conscious, to 
make them susceptible to the 
idea of getting a hat.” 

There would be plenty of new 
hat styles for men available to 
the public if retailers had the 
courage to take in stocks and so 
help, effectively, to launch them, 
said John Christie-Miller. He 
said manufacturers were con- 
stantly producing new styles, 
which sold well on the export 
markets, but few retailers in 
Britain had the courage to buy 
a sufficient quantity of a novelty 
to be of any use in promoting it 

He revealed that nearly 10,000 
more men’s hats were sold to the 
home market by manufacturers 
in Britain during the first five 
months of the year, than in the 
corresponding period last year, 
the figures being 87,853 and 
78,132, respectively 


Aspro PR in top gear 


Over 5,000 saw a programme of 


racing films in the Aspro mohile 
cinema at Silverstone The Aspro 
advertising cartoons, “Plu-ing 
Squad" and “Track Record” were 


included. Aspro eye-shiclds proved 
popular with the crowd 
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Jack Bottell 
retires after 
0 years in 
advertising 


After 50 years in advertising 
Jack Bottell, director of Alfred 
Pemberton Ltd., is retiring at the 
end of this week, 

Mr. Bottell has been with the 
agency since Alfred Pemberton first 
started the business in 1924 with a 
staff of Jack and a girl. He entered 
the advertising agency business in 
1901. At one time he had his own 
agency and has also worked for 
W. H. Smith & Sons, Walls of 
Cannon Street, F. E. Coe of Hol 
born, and London Press Exchange 

He is one of the first and oldest 
of the A.L.P.A.’s in existence. His 
certificate was signed by Philip D. 
Benson and R. J. Sykes. 

Mr. Bottell will continue to carry 
on as organiser of the annual bowls 


Jack Borttell (left) receives a silver 


salver from Alfred Pemberton at 
the farewell lunch at the Savoy 


meeting between the advertising 
agents and the press for the Belfast 
Newsletter Trophy. He has been 
associated with this for 25 years and 
for nearly 20 years has captained 
the agencies team 

Speaking of his 50 years in adver 
tising Mr. Bottell told Apvertiser’s 
Weekty: “You can't sell a product 
unless it is good. And you must 
be truthful. A space buyer's job is 
tending to become more and more 
that of an order clerk. In 10 years’ 
time we may become less ngid and 
buying and selling may fing a new 
level. When the press is really freed 
from control and restrictions all 
other things will become freer too.” 

Alfred Pemberton Lid. entertained 
Mr. Bottell to lunch at the Savoy 
last Friday. From the agency and 
directors he received an inscribed 
silver salver, and from the staff, 
a gold watch. 


Alfred Pemberton managing 
director, told Apvertiser’s 
Weekty: “When | was collecting 


together a tiny staff to start business 
on my own in 1924, a little man 
came into my office in the Tatler 
offices and applied for the job of 
space buyer. He was then space 
buyer at the London Press Pachange 
and his name was Jack Bottell, 1 
think the romance of being in on 
the ground floor with a brand-new 
enterprise appealed to him. 1 took 
an instant liking to him and that 
combined with his experience at the 
great agency with which he was 
associated, got him the job right 
away. Through the years that hk 
ing developed into friendship and 
high regard which is shared in full 
measure hy Fleet Street and the 


Staff at 93 Park Lane.” 
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Fk. P. Debenham 


New ‘Pictorial’ 
ad. manager 


Cecil H. King, chairman of the 
Daily Mirror, Sunday Pictorial and 
Reveille, announces — that ° 
Debenham has been appointed ad- 
vertisement manager of the Sunda) 
Pictorial following John Clarke's 
resignation last May. 

Mr. Debenham joined the Sunday 
Pictorial in 1938 as junior represen- 
tative and was responsible for th 
development of film advertising in 
the Pictorial, Returning from ser 
vice in the R.A.F., he became senior 
representative in 1951, 

Other appointments annouficed by 
Mr. King are Michael Vingoe as 
assistant advertisement manager of 
the Daily Mirror and R. Grant 
Davidson as assistant advertisement 
manager of Reveille 

Mr. Vingoe joined the advertise 
ment department of the Dail) 
Mirror as a senior representative in 
December 1952. After service in 
the R.A.F. and the Fleet Air. Arm, 
in 1946 he joined J. Brockhouse & 
Co., Lid., and was with this organi 
sation for six years, during which 
time he was appointed assistant 
sales manager responsible for hom 
market sales of Brockhouse tractors 
and Corgi motorcycles. 

Mr. Davidson joined the Dail; 
Mirror as an advertisement represen- 
taiive on the London staff early in 
1938. While serving with the R.A.F. 
during the war he was awarded the 
D.F.C. Rejoining the company in 
1946, he represented the Daily 
Mirror and Sunday Pictorial in 
Scotland and the North East, tak- 
ing over, in addition, the Midlands 
area in 1951, 

Mr. Davidson's position at the 
Birmingham office will be taken by 
W. V. Davies, who joined the com- 
pany in 1952 as advertisement 
representative in London. He was 
previously sales manager of the In- 
dustrial Control Company. 

- * * 

Peter E. Deverall has been ap- 
pointed business manager of The 
Recorder. He was previously 
regional director of Grant Adver- 
tising Inc., and chairman of Grant 
Advertising Ltd., London. 

+ * * 

T. J. Angus Shearer has joincd 
Foote, Cone & Belding Ltd., as an 
advertising account executive. For 
the past two years he was with Lintas 
Ltd. as an account manager of a 


Michael Vingoe 
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R. G. Davidson wr. 


Davies T. J. A. Shearer 


group of Lever 


products. Mr. 
Shearer's previous experience also 
includes newspaper work and the 
handling of a number of Thomas 


Hedley Ltd. products while at 
Lambe & Robinson Lid. 
* * 


A son has been born to the wife 
of Brian Cassell, account executive 
with D. H. Brocklesby Ltd. 

* 


* * 

H. G. Keen, who last week retired 
after more than SI years’ service 
with Technical and General Adver- 
tising Agency Ltd., was entertained 
to lunch by the directors on Friday, 
when he was presented with a 
cheque by E. Ingham, the chair- 
man. When Mr. Keen joined the 
tirm in 1902 it was known as 
Hi. Muller & Co.; later Mr. Muller 
joined with W. A. Blatchley, and 
n 1920 Technical and General was 
formed as an associate company 
of London Press Exchange to 
handle the mainly technical ac- 
counts. Mr. Keen held a number of 
executive positions, and for many 
years was space buyer. 


* 

Miss Eunice Lee Johnson, genera! 
manager of the West African Pilot 
Lagos, has arrived in London for a 
short visit en route for New York. 

* 


* 

C. F. Haywood, editor of Motor 
Transport and its associated journal 
Bus & Coach, has retired after 48 
years with Hiffe & Sons Ltd. He is 
succeeded by Philip Edwards, 
issistant editor of both journals 
since 1950, 


Mackintosh Medal 


Invitations are now being sent to 
members of the Advertising Asso- 
ciation and affiliated bodies to sub- 
mit nominations for the 1953 award 
of the Mackintosh Medal. 

The awards committee will be: 
Fk. J. Robertson (chairman), presi- 
dent of the Advertising Association ; 
Sir Miles Thomas, vice-president : 
G. R. Pope, Newspaper Proprictors’ 
Association; T. G. Moore, president 
of the Newspaper Society; Claude 


Ronald B. Browne, honorary 
secretary of the Institute of Incor 
porated Practitioners in Advertising, 
and managing director of ° B. 
Browne Lid has been elected 
chairman of the advisory panel of 
the outdoor advertising committce 
of the LI.P.A 

* * * 

B.B.C. Publications gave a private 
luncheon to A. Whinfrey, retiring 
general secretary of the National 
Federation of Retail Newsagents, 
Booksellers and Stationers on Fri- 
day at the Connaught Rooms. The 
general manager, G. S. Strode pre- 
sented to Mr. Whinfrey a portable 
radio set on behalf of B.B.C. Pub- 
lications. 

- * 

Henry Caldwell, the television 
producer who introduced “Tele- 
rama” to viewers in his “Shop 
Window” B.B.C. programme is TV 
consultant to Masius & Fergusson 

td. 

* * * 

F. A. Jones has joined Hulton 
Press as northern representative of 
Housewife. Mr. Jones, who was 
with Westminster Press Provincial 
Newspapers from 1935 in their 
Manchester office, moved to Bir- 
mingham as assistant to the adver- 
tisement manager of the Birmingham 
Gazette and Evening Despatch, in 
January of this year. 

* * 

The wife of George Eley, produc- 
tion manager, Graham & Gillies 
Ltd., presented him with his third 
son on Thursday. 


awards committee 


Wallis, chairman, Council of the 
Trade and Technical Press, Periodi- 
cal Proprictors’ Association ; 
Hubert A. Oughton, president, Insti- 
tute of Incorporated Practitioners 
in Advertising; P. G. FE. Warburton, 
president, the Incorporated Society 
of British Advertisers; George 
Mills, chairman, the Outdoor Ad- 
vertising Industry Advisory Com- 
mittee; Wm. W. J. Studd, chair- 
man, Executive Committee, the 
Advertising Association. 
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Donald Walls 


Promotion for 


W. J. Walker 


W. J. Walker has been appointed 
manager of the Grimsby Evening 
Telegraph and Saturday Telegraph 
as from August 1. Mr. Walker has 
held the position of assistant mana- 
ger of these newspapers for the past 
three years, and was previously on 
the staff of Northcliffe Newspapers 
Group Ltd. which he joined in the 
early days of the formation of the 
Group in 1929. During the war he 
served in the R.A.F. and afterwards 
went to Swansea as circulation 
manager of the South Wales Even- 
ing Post and Herald of Wales. He 
was transferred to the Grimsby 
Evening Telegraph in April 1950. 

* * 


Donald Walls, who has been em- 
ployed as account executive for the 
last six years with Pickersgill Pub- 
licity Service, Leeds, has been ap- 
pointed a director. He was pre- 
viously on the advertisement staff of 
the Yorkshire Evening News. Before 
that he was assistant advertisement 
manager of the A. Ackrill group of 
newspapers. 

* * * 

John Hutton has resigned the post 
of publicity manager to A. Boake, 
Roberts & Co., Ltd., and is taking 
over the duties of publicity officer to 
the United Kingdom Provident In- 
stitution. 

* * 

Norman J. Gilbert, who was sales 
representative in the Johannesburg 
office of South African Publishers 
Ltd., has joined the Godfrey-Alan 
Publishing Co., proprietors and pub- 
lishers of the African Market as 
Transvaal business manager. Before 
his arrival in South Africa, five years 
ago, Mr. Gilbert was in the London 
office of the Irish Times, and the 
London office of the J. Walter 
Thompgon Co., Ltd. 

‘* * * 

R. W. Dickenson, who recently 
resigned from Hulton Press after 
four years as assistant general 
manager, has become managing 
director of Impact, the advertising 
journal which is to be published as 
a quarterly as from September 15. 
Impact is published by the Buland 
Publishing Co. 

* - * 

A. H. Davies, merchandising re- 
search manager, Greenlys Ltd., has 
been awarded the Pickup Medal in 
the ISMA final examination. 


A.B.C. Figures 


Jan. to June 1953 65 9323 


CAMBRIDGESHIRE TIMES GROUP 


Copies 
Weekly 


London Representative: W.H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative: ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Central 9353 
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That’s one of 
my foremen over there 


He must be doing very well to bring his family to Paris. 


He is doing very well with all the overtime we've been doing. The young 
chap is his son. He’s in the factory as well. Between them they're making 
£20 a week or more. 


So instead of going to their usual seaside resort they came abroad ? 
That’s right. Any number of wage earners are doing it today. 


But there can’t be many working class families with that sort of money 
coming in. 


It’s by no means unusual where there are two or three wage earners, and even 
where there 1s only one, it’s pretty certain he’s doing better than ever before. 
Take a look at that council estate behind our works. Count the television 
masts. Go into their houses and you'll find plenty of other luxury products 
too. There’s no getting away from it, my dear. By and large, these are th 
people with the money these days. 


DAILY MIRROR 


With the biggest daily net 
sale on earth, the 
DAILY MIRROR 
offers the most powerful 
mass market coverage in 
the history of daily 
newspapers at the lowest 
square inch per thousand 
rate of all national 


dailies. 


When planning 

your schedules, you 
MUST include 

THE DAILY MIRROR 
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COMMENT 


CRITICS ANSWERED 

The advocates of a Press Council 
inferred that pressure by adver- 
tisers sometimes shaped the 
policies of newspapers. The 
Royal Commission fiatly _re- 
jected such allegations, 

Now the first complaint to the 
Press Council involving an 
advertiser concerns the refusal 
of newspapers to accept an ad- 
vertisement. ‘That in itself is a 
tribute to the independence of 
the press. 

But the reason given by the 
recently formed Council for 
rejecting a complaint by Dr. 
Marie Stopes emphasises even 
more firmly how advertising 
men are guarding the reputa- 
tion of their business. 

The Council asserts the right of 
a journal “to refuse advertise- 
ments contrary to its standards 
or objectionable to its readers.” 

The fact that a publication will 
refuse business on these 
grounds is a measure of the 
degree to which our industry 
is exercising self-control. It is 
a lesson for the critics which 
should be rammed home. 


STANDARDISATION 


Most advertisers will endorse the 
plea of Eliot Warburton, presi- 
dent of the LS.B.A., in last 
week’s Guest Column, for 
greater standardisation of 
column widths, page sizes and 
type areas, 

Publishers, while appreciating his 
point, may accept it with some 
reservations. 

At first glance, there is every- 
thing to be said for a measure 
that would reduce advertising 
costs. Publishers, it can be 
argued, would stand to benefit 
as well as advertisers, for the 
physical problems involved in 
buying space would be simpli- 
fied and charges for mechanical 
production minimised. 

Second thoughts, however, show 
that there is another side to the 
question, The individuality of 
a newspaper or periodical de- 
pends, not only on its content, 
but on the way that content is 
displayed. There is richness in 
diversity. Many journals 
rightly pride themselves on 
their distinctive appearance. 

The matter is clearly one for 
compromise. There is a case 
for more = standardisation, 
especially, perhaps, in the pro- 
vincial newspaper field. It 
should be encouraged when 
nothing of value will be sacri- 
ficed thereby. 


T. B LAWRENCE LTD. 
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WHAT IS READERSHIP ? 


HE Bureau of Readership 

—proposed by F. R. de G. 
Hewitt, market research man- 
ager, Thomas Hedley & Co., 
Ltd., in this column on July 16 
~is a wonderful idea. 

In various forms it has been 
discussed for a long time, and one 
day it must come. But I sincerely 
hope it won't come on Mr. 
Hewitt’s lines, because his pro- 
posals seem based on a miscon- 
ception of what “readership” 
really means, 

There is no such thing as abso- 
lute readership, because there is 
no such thing as an absolute 
reader, A reader may be one who 
occasionally looks at the main 
headline, or one who regularly 
reads every word on every page, 
or one who does something some- 
where in between those two ex- 
tremes. Most readership surveys 
indicate, by the sort of questions 
asked, what 
broad defini- 
tion of a 
reader they 
have in 
mind, The 
person. inter- 
viewed then 


not he is a 
reader by 
that defini- 
tion, 

What a 
readership 
figure really 
means is this: “If I asked the 
whole adult population such and 
such a question, I estimate that 
x million would describe them- 
selves as readers of publication 
Y.” That is why different surveys, 
using different methods and defi- 
nitions, can quite legitimately 
produce very different readership 
figures for the same publication. 
(It is also the reason why these 
surveys are useless unless they 
describe the methods actually 
used.) 

If that is what “readership” 
really is, then obviously it is not 
a physical attribute of a publica- 
tion in the way that circulation is. 
It is a broad estimate of the pub- 
lic’s behaviour regarding the pub- 
lication, So I can’t agree with 
Mr. Hewitt when he calls reader- 
ship “a publication’s characteris- 
tic, like its geographical distribu- 
tion for example, which _ its 
proprietor should be left free to 
divulge only to prospective buyers 
of space.” 

Readership is a characteristic 
not of the publication but of the 
public, and therefore anyone is 


at liberty to estimate it and to 


*publish his esti 
Reader's Dige 
Belgium!) 

I hope the Bu:cau will adopt 
this view rather than Mr. Hewitt's. 
Otherwise, if cach publisher is 


tes. (Except, as 
discovered, in 
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free to request or to veto the in- 
clusion of his publication, there 
will certainly be big gaps in the 
resulting surveys. We might, for 
instance, get figures for some 
national dailies but not others. 
If we can then try to use the 
figures in deciding which national 
dailies best suit a particular cam- 
paign—which is how they would 
be used—it would be pretty frus- 
trating to have readership figures 
for only some of them. 

May I suggest this view as an 
alternative to Mr. Hewitt's: 

1. Sellers of media should tell 
buyers what they are getting 
for their money—how many 
copies, and what kind of 
readers. This is clearly the 
seller's responsibility, A.B.C. 
precedents notwithstanding. 
. These figures will be used to 


tw 


compare one publication with 
another, and should therefore 
be on a comparable basis. This 
is best achieved if publishers 
conduct their readership sur- 
veys collectively rather than 
individually, And it’s much 
cheaper that way too. 

. Sellers want buyers to have 
confidence in their figures. So 
publishers would be wise to 
entrust their surveys to some 
independent body free from 
possible suspicion of bias or 
axe-grinding. And _ that’s 
where the Bureau would come 
in. 

As I see it, the first step would 
be for publishers to agree among 
themselves to obtain readership 
data collectively, and then to 
establish a fund to pay for the 
work. They would then invite 
their customers, represented by 
advertisers and agencies, and the 
research experts, represented by 
the Market Research Society, to 
form a Bureau of Readership to 
supervise the planning and execu- 
tion of the work. 

1 said this seemed simple to 
me. And well it might, since I 
am among the buyers, while the 
cost would fall on the sellers. It 
may not seem nearly as simple to 
the sellers! But I'm sure it will 
have to go that way in the end, 
because that is so obviously the 
most logical and the most 
economic procedure. 


we 


To-morrows TOPIC: 


® While brown bread bakers 
are launching preliminary 
campaigns in anticipation of 
an autumn sales battle with 
new rivals, white bread 
interests are dithering: they 
cannot make up their minds 
whether to publicise the new 
loaf before or after its 
introduction. 


@ Two big publishing houses 
have shelved schemes for 


popular TV  magazines— 
despite the Amalgamated 
Press announcement of TV 


Mirror. 


® Reaction of publishers to the 
newsprint price reduction is 
that it is too small to enable 
them to enlarge the editorial 
content of newspapers. It 


will not lead to more jour- 


nals taking up their full 
paper quotas. 


@ There will be big schemes 
for nylon next year to chal- 
lenge the newer synthetic 
fabrics. Nylon sheets, cur- 
tains and women’s suits will 
be featured in colour adver- 
tisements in magazines. 


® Point-of-sale tie-ups are be- 
ing planned by one of the 
big commercial film-making 
companies for products pub- 
licised through their adver- 
tising films. 


@ More newspapers are to 
offer cars as competition 
prizes. And more contests 
with even bigger rewards are 
being planned for next year. 


ROUND TABLE 
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i The capacity of a wringer 
3 being tested in the 
A Good Housekeeping 


etl before being 


ed to in the 


ial columns. 


9 <li RENE i ate tole ibe dneetant ices ete 


dente da iu at seam Gardens 


Anywhere else but in the offices of GOOD HOUSEKEEPING this 


laundry scene might be most unusual. But GOOD HOUSEKEEPING 
is different. It is not just a first-class magazine. Behind it there is that 
powerful ‘plus’ the Good Housekeeping Institute. There domestic 
products are tried and tested before being presented to readers in the 
editorial columns. This creates enormous reader confidence in GOOD 
HOLSEKEEPING itself. an unshakeable confidence which advertisers 


well know extends to the advertisement pages. for, in addition... 


kvery advertisement in... 


VOD TOLSEREEPING 


is Guaranteed 


THE NATIONAL MAGAZINE COMPANY LIMITED © 26 30 GROSVENOK GARDENS ~ LONDON | S.W.l 


a . 
7. | 4 age eS, wey + SEG S as in Pi #2 . 
"fs ; oa Se) : Ae 3 
oa Pn | cde 
be. a te ‘ ; 
’ ae er. 
y ae 
’ > . — 
ge. aaa wane 
as ne “Te, 5 ’ 
~\y -—; Rie | 
. ™ o. . bn Teel; ; 
: ; ! fd . . ~, <2 BS. ” . F 
BB = ace] oe 
E ; : —e « eg } ae 
4 " —— an ce ‘ , , . ; eS é 
ee 
ee | 
| 
| 
) ee 
ee | 
Po f 
‘ 
a 
a 


* THE LARGEST 
> WOMENS PUB 

. by_a completely indf. 
 < 22s | | 


i ¥ STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2 
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READERSHIP AMONG 
LIGATIONS— and assessed 


|pependent organization! 
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ADVERTISING CASE HISTORIES—34 


Teo help yeu choose your 
oumamers Acres shops 
everyehere (his weed are hapleying 
0 lorge seiecuon of Acrtes shuts, 
underwear pyiames for men ood boys, 
Pyiemes thurs underwear tor women 
ted guls . corsets and babies wear, woo! 
Dee | aves thes opportune 
May (1th te 1th! 


Por you copy wend tes coupon 
| Advortinng Manager, Aarics, 464 Oxford Stren, London, 4 


' 
} Deo you tmone the mame of your wearers Aer ies reracder m [=] } 
1 aur ame — ! 
ey - 1 
[ae oon | 


This ad. appeared in over 800 
local newspapers, 


N the case of a branded 

article that has had a steady 
sale for many years, the main 
function of press advertising is 
to impress its selling points on 
the minds of potential cus- 
tomers. Press advertising is 
thus only the first step in induc- 
ing sales. Ut will only in 
certain instances persuade the 
customer to walk into, or write 
to the shop to make a_ pur- 
chase. 

Press publicity can therefore 
best serve its purpose tf sup- 
plemented by some vigorous 
point-of-sale propaganda. But 
it can do rather more than that. 
It can induce the retailer to 
make these point-of-sales dis- 
plays. 

With a well-known product 
that has a moderate amount of 
advertising, retailers are inclined 
to show an odd showeard with 
one or two garments (in the case 
of textiles), but even with a 
specialised product it needs some 
greater inducement to persuade a 
retailer to make even a small 
solus display Essential and 
effective as national advertising 
may be (both in the press and 
magazines) it is surprising how 
much extra enthusiasm is shown 
by the shopkeeper when he 
knows that his) own, perhaps 
comparatively small local paper, 
is to be included 

This way the general idea 
behind Aertex Weck -to induce 


Jury 30, 1953 


Press plus window display made 


Aertex week a success 


retailers (some eight or nine 

thousand of them) throughout 

the country to make displays at 
the same time, 

In addition to advertising jn all 
the national papers and in almost 
every magazine of note, space 
was taken in over 800 local news 
papers. 

The date selected was the week 
beginning May 11 and so far as 
weekly locals were concerned, the 
advertisement appeared in the 
issue prior to that Monday 

Every Aertex traveller carried 
a list of the newspapers and 
magazines in which these adver- 
tisements were due to appear. 
Every customer was invited to 
contact the local office of kis 
journal and to take an inch space 
at his own expense under the 
double column advertisement 
This proved quite successful, but 
in snite of a letter written by 
G. H. Platten, advertising man- 
ager of Aertex (who conceived 
the idea of Aertex Week) in 
ADVERTISER'S WEEKLY it is sur- 
prising how few local newspapers 
really “went to town” on. the 
scheme. 

‘Two or three dozen newspapers 
did, however, contact Aertex for 
a list of stockists in their circu- 
lation area, and a few managed 
to build up a whole page, com- 
prising the Aertex advertisement 
and advertisements of local shop- 
keepers, with appropriate edi- 
torial, The retailers themselves 
were most enthusiastic and in 
many instances “fell over them- 
selves” to add their name 

When the scheme was first en- 
visaged at the end of the year all 
retailers were circularised inform- 
ing them of it, and inviting them 
to take part in a window display 
competition for which valuable 
cash prizes were offered. 

These windows were to be 
judged by a panel from the trade 
magazines. These judges took 
into consideration the most novel 
idea, the sales appeal, the design 
appeal, the handling of the mer- 
chandise, the general finish and 
the window tickets. Special show 
cards were sent to all accounts for 
this week, 

To round the scheme off and 
make it more complete editors of 
Many newspapers and magazines 
were invited to a cocktail party 
at the Savoy Hotel Here by 
means of a mannequin parade 
they were shown some of the 
latest Aertex lines. This show 
was organised by Leila Danbury 
of Editorial Publicity Services, 


The winning men's and women’s 
windows in the Aertex Week 
window display competition, 


and the novelties displayed were 
such that editorial — publicity 
was most encouraging. 

To assess the results of an ad- 
verlising campaign is usually 
difficult, especially if it is on a 
nation-wide scale, but in the case 
of Aertex Week it was a simple 
matter because the response was 
phenomena! 

Even before Aericx Week had 
finished some of the retailers who 
had really good stocks were fran- 
tically telephoning for more, 
which unfortunately (because 
everyone was in the same posi 
tion) could not be forthcoming. 

This scheme did have its amus- 
ing side. All the advertisements 
carried a coupon inviting the pub- 
lic not only to write for a cata- 
logue, but also to state whether 
or not they Knew their local re- 
tailer. The whole idea was to ob- 


tain as many replies as possible, 


but it was entertaining to watch 
the expressions of glum despon- 
dency of the staff as daily the 
thousands of inquiries became 
more formidable. 

Perhaps the best proof of 
whether or not the scheme was 
successful is that the question as 
to whether or not there would be 
another Aertex Week next year, 
was never put, but was immedi- 
ately an accepted fact. 

The only material difference 
next year will be that the factories 
will have to be geared to even 
greater production to cope with 
the demand which the ideal com- 
bination (newspapers and window 
publicity) creates, 

The administration of — this 
scheme, packed into one week, 
was immense, and reflects great 
credit on Osborne Peacock, the 
agents. There was not a single 


snag. 
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ANCHESTE 
UARDIA 


Daily Net Sale (A.B six months ended Dec. 1952 127,76) 


Daily Net Sale (A.B.C.) six months ended June 1953. 136,892 


Morning Newspapers. The term * national ~ includes, 
as before, Daily Express, Daily Graphic, Dail) 
Herald, Daily Mail, Daily Mirror, Daily Tele- 
graph, Daily Worker, News Chronicle and Times. 
This year, however, the Manchester Guardian 
has also been included as a “ national” 
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WVH Outdoor Advertis- 

ing* we have at long last 
an up-to-date book which 
covers in commendable detail 
the field of poster and trans- 
port advertising. 


One has to go back a generation 
to find the last serious contribu 
tion to this subject and even that 
was a revision of a book pub- 
lished during the first world war 
It is strange that, during a 25 year 
period when advertising technique 
was developing rapidly and fe 
search was being used to provide 
us with more factual information 
about the press and other media 
no one thought it worth while to 
write a textbook about posters 


Maybe it is only since the war 
that those within the outdoor sec- 
tron of the advertising industry 
have begun to show a correspond- 
ing degree of intellectual curiosity 
about the working of the medium 
they operate 

Whatever one may think of the 
Town and Country Planning Act 
as a piece of legislation, it has 
been a stimulus and a challenge 
to the billposting corapamies. At 
the same time the pew post-wat 
generation in the industry ts dis 
playing a greater fundamental 
belief in posters and is in conse 
quence prepared to allow the 
medium to be investigated by the 
research technicians, Po-day most 
people in posters are prepared to 


*Outdoor Advertising, by RO Nelson and 
A. | Sykes (George Allen & Unwin 
ltd, Iss) 


An advertiser praises latest 
| 


ouldoor advertising book 


iceept that the provision of more 
factual information will increase 
the confidence of the advertiser 
Some may even go so far as to 
think that the failure to furnish 
such data may in the long run be 
a positive danger, should competi 
tion between media be stimulated 
by some development such as the 
introduction of commercial tele 
vision 

This new attitude within the 
billposting industry has created 
the right moment for the appear- 
ance of a book which re-examines 
the whole subject Outdoor 
{dvertising does this admirably 
but its main significance lies in the 
author’s approach to the use of 
this medium Hitherto posting 
has been conducted by “rule of 
thumb” methods. ‘This has not 
been a field for the media planner 
working by intellectual standards, 


“TI saw it in the 


WESTERN MAIL” 


r 
¥ National Daily Newspaper of 


Wales is held in the highest esteem on 


account of its reliable reports of local 


news. tts 


informative 


articles on world affairs and sporting 


events. also its feature pages and special 


supplements. This high reputation has 


been built up over the years 


1869 and will 


years lo come 


Head Office, 


London Office, 


Manager: GEORGE 3. 


‘ 
be enhanced in 


CARDIFF. 
Advertisement Manager, 


176 Fleet Street, 
STUDD. 


since 


Tel. 33022 
R. H. HARRISON 


E.c.4 
Tel, Central 469! 


H. M. ROBINSON. advertising manager, Ind Coope & Allsopp Ltd., 
reviews, from the point of view of a big national advertiser, the latest 


and only up-to-date British treatise on outdoor advertising. 


Extracts 


from this book, by RK. Nelson and A. E. Sykes, of Outdoor Publicity 
Ltd., appeared exclusively, prior to publication, in“ Advertiser's Weekly.” 


but one where prejudice often 
operated under the guise of judg 
ment. 


Nelson and Sykes make no 
bones about it. They come down 
firmly in favour of planning and 
research Their book is a chal 
lenge to those who are sceptical 
whether research into this branch 
of advertising can produce results 
which will obtain general accept 
ance They tested =the 
method of making a physical 
count of people passing indivi 
dual sites For sound reasons 
they have rejected this basis in 
favour of a detailed study of the 
daily movements of a samole of 
the pooulation. ‘This they use to 
measure the poster audience in 
individual towns, defined by 
those who have an opportunity 
to see a tynical disolay of bills 
While further work remains to be 
done a convincing cause is made 
out for using this technique to 
measure the number of sites re- 
quired to give the same weight 
of coverage in different) towns 
and ultimately as a yardstick by 
which posters can be compared 
with other media 


have 


They devote two chapters to a 
description of how the informe 
tion obtained can tn practice be 
applied to the vlanning of ex 
penditure, thus nroviding an addi 
tional service which the snecial 
ised outdoor agency can offer to 
the advertiser 


one of the most 
troublesome problems for the 
poster user. Outdoor Advertising 
provides a most stimulating chap 
ter on this subject supported by 
examples of contemporary bills 
illustrated in full colour. The 
authors’ views on design are well 
expressed in this extract: 


Design is 


If the advertiser cannot be 
content with what can he con 
veved in an eveful, if he cannot 
allow anyone or get anyone to 
design him a poster that will be 
likely to be remembered as his 
and his alone, he ought 
seriously to consider whether 
his advertising should be on the 
hoardines at all. 


This is the sort of advice which 
should be printed in bold type 
and hung up in every advertising 
executive's office To-day there 
are too many bills on the hoard 
ings which would not this 
simple test 


puss 


To-day any survey of poster 


advertising must cover the pro- 
visions of the Town and Country 
Planning Act. Outdoor Advertis- 
ing has devoted a chapter to this. 
and the relative sections are 
printed in a handy form for refer- 
ence in the Appendix. Students 
of advertising and advertisers 
themselves may seldom come face 
to face with this piece of legisla 
tion, but this book will help them 
appreciate the restrictions under 
which the billposters are working 
during the present formative 
period 


Whether Outdoor 
read by newcomers to advertis 
ing as a textbook, or by adver 
tising executives looking for some 
fresh information, both tyoes of 
reader will anonreciate that it is 
remarkably well voroduced The 
text is relieved with drawings, in 
formative charts and well-chosen 
photographs, while the nage lay- 
out and typogranhy are outstand- 
ing. ‘The result is a rare thing, 
a textbook which its both read 
able and easy to read. It is un 
fortunate, however, that in a few 
places printer's errors spoil the 
text. 


{dvertising is 


Not easy to 
pick a quarrel 


It is not easy to nick a quarrel 
with the authors, but some may 
consider they have thought and 
written too much in terms of the 
standard 16 sheet bill to the ex- 
clusion of solus 48 sheets, bulletin 
boards and the like which are 
yeurly assuming greater import 
ance A book bearing such a 
title as this one might be ex 
pected to have dealt with this 
aspect in more detail. It might 
also have had more to say about 
neon and other types of perma- 
nent signs which are after all a 
by no means insignificant part of 
modern advertising Some de- 
gree of simolification, however, 
when covering a subiect with 
such wide scope, is not only in 
evitable but advisable in the in- 
terests of clarity. Had the 
authors followed all the different 
by-ways oven to them they might 
have become lost in a maze of 
detai! and we should not have 
had such a comnact and clear 


hook 


This fault. if it is indeed one, 
will not prevent Outdoor Adver 
tising being accepted, probably 
for many years, as the standard 
work on its subject. 
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331,323 


Six months ending June 1953 


THE 
A.B.C. figure 


for Manchester 


THE MANCHESTER 
EVENING NEWS 


Sells more copies in the whole of the S.E. Lancs 
conurbation, the country’s second largest market, than 
any other daily paper, Morning or Evening, National 
or Provincial ! 
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Latest A.B.C. figures for the six 
months Jan.—June, 1953 confirm 
that ILLUSTRATED, which has 
led for 2 years, has further 


To give advertisers an accurate 


weekly sale, the figure of 
1,109,162 EXCLUDES the 


two Coronation issues which, 


if included, would raise the six 


months weekly average to 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAM 
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The New Rotaprint 
model R30/90 


... AND OTHER MODELS TO SUIT 
EVERY PURPOSE 


The introduction of the new Rotaprint Model R30/90 gives 
to every business house the opportunity of producing its own 
print in the widest possible range from simple black and white stationery items 
to sales brochures in full superimposed colour. Absolute simplicity is secured in this 
superb new machine, with its press button controls and semi-automatic operation, 
The convenience of running 50 to 50,000 copies at will, the high standard of quality and the 
versatility of Rotaprint machines, are points which make the consideration of Rotaprint 
essential for every office. Other models are available to suit all purposes. 
It'll cost you nothing to obtain more particulars, not even a sense of obligation. Fili in the 
Enquiry Form now. 
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KAYE’S ROTAPRINT ENQUIRY FORM | 


Please send, without obligation, printed specimens and | 
| full details of Rotaprint 


odes f UNAME ! 


4 DEPARTMENT | 
Pin this Enquiry Form to your letterheading and | 
post to 
HONEVPOT LAME, LONEDON, OWS 6 oo. nemesis, terest le tents owe 
Telephone : Colindale 8822 (12 lines) Ne Sa ee, ae 
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Your mailing problem is our business 


UNIVERSAL DIRECT MAIL SERVICES LTD. 
Information Dept. Terminus S5281-2-3 


Tes 
is 


80 82 CROMER STREET, GRAY’S INN RD., LONDON, W.C.1 
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DIRECT MAIL IN ACTION 


low Remington Rand won 


the Chadwick cup 


A careful choice of categories to which the mailings were sent is thought by Remington 
Rand to be an important reason for the success of their direct mail campaign which gained 
them the Chadwick Cup offered by the British Direct Mail Advertising Association. A total 
overall despatch of about 150,000 letters brought a better than one per cent response. This 
campaign effectively spanned a gap between the company’s long and short term 


TIYHE name of Remington 
Rand was well known, but, 
as the company saw it, the 
average business man did not 
fully realise that Remington 
Rand could supply a complete 
Service. True, the great 
majority knew its name as that 
of suppliers of first-rate Rem- 
ington typewriters - but the 
whole point was that the com- 
pany’s products and services 
covered a much wider field, 

It could supply all the equip- 
ment and advice necessary for the 
smooth functioning of a modern 
fast-paced office. More than that, 
it could even survey the office 


advertising operations. 


man should be told about this 


This decision was carried to 
the company’s advertising agency, 
G. Street & Co., Ltd., and the 
question posed “How best to do 
it?” tler very careful con 
sideration the agency suggested 
“The Man” theme. Soon after 
the public began to get acquainted 
with the silhouetted “Man from 
Remington Rand” tn the press, 
on posters tn bus, tube, and on 
the railways, and via other media 
All this would bring solid) bus: 
ness from the sales of a 
broad range of office equipment 
in the long run-—-and there was 
the drawback. 


vans 


A long-range selling objective 


definite items of equipment. Was 
there any advertising technique 
which could be brought into 
Operation to fill the gap? 


There was--and it vroved so 
successful that it had to be closed 
down for a veriod to allow time 
for the resulting inquiries to be 
handled in wood order. The 
technique employed was direct 
mail advertising and Remington 
Rand's exertions in this field 
brought them the Chadwick Cup 
award for the best olanned direct 
mail campaign of not fewer than 
three shots. 


In the opinion of the advertis 


ing agency, direct mail was ideal 
for spanning this gap between the 


company's overall 
campaign 

At the outset Remington Rand 
had been inclined merely to send 
out letters offering a booklet 
descriptive of their services and 
machines and so directly linking 
up with and outdoor ads 
Wisely, they did not rely upon 
their own impulses but consulted 
1 direct mail agency in this case 
the Direct Mail Centre 

Indeed. a notable feature of the 
operation has been the 
articulated co-operation 
the company, ther 
agency, and the 
specialists 

“We took expert advice.” re 
called A. W. Murrell, Reming 
ton Rand's advertising and sales 
promotion manager, ~ the 
results justified us.” 

At the DMC the view was that 
nathing could beat a full use of 
the system by which specialised 
letters and folders were fired out 
to deliberately selected groups. In 
the event, therefore, they drew 
up the letters. had them checked 
over as to detail by Remington 
Rand, and shot them off to the 
following occupation groups in 
commercial and industrial com 
panies in the numbered sequence 

1. Accountants. 

2. Works managers. 

3. Sales managers. 

4. Managing directors 
companies) 


advertising 


press 


closely 
between 
adver tising 
direct mail 


(big 


5. Managing directors (s4)! 
companies) 
Banking 

companics 


operations and provide fully 
worked-out suggestions for im 
provements, and the 


had temporarily replaced short, 
sharp, sales) now” objectives 
concerned with selected and 


short and long-term advertising 
methods, It could thus be made 


hotises 
to play an organic role in the 


hospitals 


INSUT ATES 
clectrictty 


business 


Ps 
¢ 
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Specialised letters and leaflets were sent out | 
the sales manager visual record systems wer 
efficiency. Right 


selected groups of cr©ecutives / rom covers of three su h le aflets are 
stressed. Centre: In this works manager told how such systems promot 
specialised labour-saving machines were explained in this leaflet sent to chief accountants 


he re shown 


Left. for 


control 
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ADVERTISER'S WEEKLY 


What every advertising man 


and woman should know about the number of ‘people— 


or organisations —in a particular line of business or 
of a particular rank or title, is all plainly set out in 
the latest Facts & Figures issued free by CL. With a 
copy on your desk, you can keep tabs on the number 
of prospects direct mail can help you reach for a 
thousand and one propositions, And when you want 
to check on the help we personally can give you 


well, you'll find a few choice words on that subject too. 


To make sure FACTS & FIGURES 
stays on your desk, better get us to 
send an extra copy or two for your 


(RB Lk colleagues while we're about it. 
CHADWICK-LATZ LIMITED 


Creators and Distributors of Direct Advertising 


Alexander House © Shaftesbury Avenue © wo2° Temple Bar 2641 


DIRECT 


MAIL IN 


ACTION 


A. u Murrell 
manager, advert 
ing and sales pro 
motion. Remington 
Rand, is here seen 
with the Chadwick 
Cup, awarded 

the British Direct 
Mail Advertising 
Association, Pre- 
sentation was Madde 
hy Sir Frederick 
Rowland, president 
of the Association. 


boards, and co-operatives were 
among the other undertakings 
also covered by the mailing list 
compiled by the DMC in con- 
junction with Remington Rand. 

There was no “matching in.” 
Thinking that there might be an 
advantage if this extra operation 
was carried out on the reply post- 
cards, the company ran a 
thorough test--but found no de 
tectable reply difference between 
a “matched in” dispatch and one 
sent out without this especial care. 

Each group were sent three 
separate mailings. Two took the 
form of a letter offering a folder 
and a_= general booklet upon 
receipt of the reply card which 
was enclosed, The third included 
the folder and offered the book- 
let-—so that in the end all the 
persons mailed did in fact receive 
the folder whether they had indi 
cated a wish to do so or not. 

The appeal was strong from 
start to finish. 

“It could not fail to be to your 
advantage to give us an oppor- 
tunity of discussing your control 
problem,” declared the third (and 
final) letter addressed “For the 
attention of the Works Manager.” 
This went on to state “If you 
would like to make an appoint- 
mert, please use the enclosed 
ieply paid card.” 

The mailing lists were finally 
taken apart and rearranged geo- 
graphically so that every member 
of the outside sales force could 
be informed of all names in his 
area appearing upon them. Thus 
those who never responded to the 
mailing received an eventual visit 
from the relevant representative. 

As the sales force were told by 
the Controller of Sales, J. S 
Skinner, in a bulletin containing 
specimens of the direct mail 
letters, the purpose of the whole 
operation was “to get inquiries, 
which will be passed on to you 
to give you ‘leads’ and to help 
you go in and do your job of 
selling.” 

The total overall dispatch was 
about 150,000 letters. Inflowing 
replies were about 1,600—better 
than one per cent and satisfac- 
tory when equipment calling for 
large expenditure is involved. As 
the executives at Remington Rand 
are quick to point out, the cost 
of a single Remington account 
ing machine may well be of the 
order of £1,000 


Jery WW. 1983 


All the replies drawn by the 
mailing were of importance, com 
ing from sources classified as 
“serious,” and those not at pre 
sent yielding immediate business 
are, of course, receiving very 
careful cultivation. 

One unforeseen advantage of 
the campaign may well prove to 
be of major future operational 
importance to Remington Rand. 
In an endeavour to improve co- 
operation between the various 
functional divisions within. the 
company, the management had 
for some time been trying to 
foster a feeling of common pur- 
pose in day-to-day affairs. An 
immense fillip was given to this 
by the campaign, upon which all 
the activities of all the divisions 
were concentrated The “com- 
plete service” offered the public 
was found to be an excellent 
means of engendering a complete 
service of co-operation within the 
firm. 

To sum up, four reasons have 
been advanced by Kemington 
Rand to account for the success 
of the venture: 

1. A careful choice of cate- 
gories to which the mailings 
were sent. Only a specific and 
closely selected class of persons 
received the material and each 
piece mailed out was adapted 
to the individual interests and 
problems of the recipient. 

2. Every piece of material 
used in the campaign—folders, 
letters, and revly cards--was a 
high-quality item and matched 
the standing of the executive to 
whom it was sent. 

3. The approach was straight- 
forward and factual. A_ busy 
man was able to avpreciate the 
proposition without trouble, 
and by means of the reoly card, 
to send at once for further 
details if at all interested. 

4, Campaign continuity was 
strong. Each selected person 
received a series of three letters 
tactfully spaced in time. These 
came after a press and poster 
campaign had prepared the 
ground. The sales force had 
been alerted and fully informed 
about the pattern and tempo 
of the campaign. All the 
resulting inquiries were passed 
down the line to the relevant 
salesman without delay. 
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Dear Sirs, 


About the beginning of this year we purchased a 130T 
Gestetner and at the time there was some doubt whether 
the expenditure of over £50 on such a machine could be 
justified ina shop like ours. 

We used the machine primarily for circulars to adver- 
tise our own goods and to pay off the cost of the machine 
we would have to increase our turnover by about £250. If 
we could even hold our own we felt it would be satisfac- 
tory in these times with money getting tighter every 
month. I am very happy to be able to tell you that we re- 
coveredthecost of the machine inthe first fourmonths. 
The first two months showed an increase of £343 but we 
had to make some allowance for increases in prices. The 
great advantage in having the means to put out a circu- 
lar efficiently and quickly is when something new comes 
into stock. Instead of the stock lying on the shelves or 
in the window we can tell our customers about it and can 
in a month get anything new started and provided the 
article is good the sales continue. 


In addition to our own circulars we have helped tc 
start four new busitesses. In every case the response 
to our circulars was astoundingly quick and all four 
have been exceptionally busy from the first day. 


Many of the travellers who call on us for orders 
have enquired why orders have increased and when told 
have reported our methods to their chiefs. We have had 
many interesting talks about it and we always say that 
if acircular won't bring in results nothing will. With 
our Gestetner we feel that we have the power to reach 
into the homes of the people in our district and we can 
stir them up whenever we like. 


Yours faithfully, 
(sgd.) J. 0. Skinner 
Text of a letter sent to us 


recently by one of our 
customers, 


Write to Gestetner Ltd., Aldwych 
House, W.C.2, for your free cops 
of ** Making the Post Pay.”’ 


£Z;) 


WORLD'S 
DUPLICATOR SPECIALISTS 


THE LEADING 


BRITISH & 


ADVERTISER'S WEERLY 


INDEED, WHY NOT 
A PICTURE OF 
THE BUILDING ? 


After all, we planned it to meet the needs of our 
highly specialised service. Inside these walls we 


have assembled : 


@ An international library 
reference volumes 


containme over 4,000 


@ An expert research staff to deal with the most 
abstruse list building problems 


A flexible addressing system to handle campaigns 
of all sizes 


Machines tor producing really personal looking 
facsimile letters 


@ A mailing department capable of maintaining an 
average daily output of 100,000 pieces. 


We should be very happy to show you our 


organisation at work, 


INTERNATIONAL ADDRESSING LID. 
BIA HOUSE, 4751 CHALTON ST... LONDON, N.W.I 


Iclephone — EUSton §262 (6 lines) 
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sales managers up and down the 
country. This list was very care 
fully compiled by Austin Reeds 
themse!ves. Necessarily, — the 
. ‘ - mean had to be ——— but there 

‘ , . , has been ample evidence pointing 
Campaign suggests gift vouchers for sicsiencessnkunn 
m mr ™ by the right people. 


7 | —< . — a aie Although stress has been laid 
Sckics ¢ ontest prizes upon the “prizes for sales con- 
test” theme the Austin Reed 
people have been quick to 
broaden out the gift idea to cover ‘ 
a multitude of occasions. ‘Thus, 
CHANCE customer with mony the Christmas customers. contests. Once d scovered, the esa grey Spina haga 
an unusual request was the ne day, _ however, someone — relevant — sales Nanagers | Were provide a happy solution to the 
means whereby the Austin Walked into a big London branch = written to and the suggestion 


a ; problem of “what to give,” and 

Z Reed organisation came upon ga Pate nny to the value —_ that the Austin Reed gifts overcome the embarrassment 

hi a sales idea at once unique, o 0. “WwW 1y the big amount vouc Ver scheme he used to pro- 6 making a monetary gift 

seen : he was asked. To provide prizes vide prizes 1. When an official or em 

z successful and based firmly for his selling staff in a recent Specially designed folders, ployee has completed 25 vears 

is upon the direct mail approach. — sales contest, was the reply. showing the goods that could be with the company. 

> From a relatively simple for- “We woke up with a jerk to the obtained = wit! the various An award in the staff sug- 

3 mula the firm has now shaped = fact we had been fast asleep,” denominations of prize winning gestion scheme. 

= it into one of ingenious com declared H. Dennett, manager of gift vouchers, were produced 3. The birthday of a personal 

ee plexity. No longer are they advertising and customer rela for enclosure with the user assistant or special class em- 
so much concerned with satis tions, in a direct mai] letter sent companys own bulletins. ployee 
fying an existing demand but a little later to selected company Austin Reeds even wrote direct 4. A prize on a social 
with the creating of the circum. ¢xecutives. “We had missed,” he to the individual prize winners occasion 
stances from which will derive —- ri - ideal hg i ~ (by —— — es head 5 As a goodwill gesture - 
4 s 5 . Ce gilt voucner among industria many) congratuiating e or “a sunouvuer Or customer with 
™ much bigger demand. An seeusinatione aid aanmstacherers.” thei saaarhs and laid on a whom vou are on more than 
other feature of the method ts Once awake, however, the pace special welcome at the branches usually friendly terms 
that every phase of the research set by the Austin Reed sales pro where the gift vouchers were to A point stressed in these letters 
work and development re- motion sections was very hot. be exchanged. A nice touch was was that absolutely no “strings” 
quired is being carried out A complete scheme of liaison the presentation of a suitable were attached to the use of the 
within the Austin Reed organ- — was worked out in the advertising gift to the winning salesman’s youchers—no restrictions as to 
sation, department to be placed at the wife. Things like that make a the branch at which they would 

The germ of the idea had long disposal of each firm using gift lasting impression. be honoured, or the time for 

been present inside that organisa vouchers as prizes in a sales con- Quite apart from firms known — which they were valid. Vouchers 
tion, For years gift vouchers have test. Thorough investigations to be organising such contests, would, moreover, be sent direct 
been available for the benefit of | were carried out to ascertain the explanatory letters offering to “with your compliments” to any 
the hesitant and indeterminate names of firms organising such supply vouchers went to w list of — specified person. Various ideas 


Send for the Man from Remington Fland 


The filing department is the nerve centre of every business organisation. 


Through it pass correspondence, records and data of vital importance to 


management. Poor filing has an adverse effect on the work of everyone within 
ar organisation. I you wish to maintain your filing system at its fullest possible 
efficiency, send for the Man from Remington Rand. In this, as in all other 


departments of business, he can draw on the comprehensive range of 


. Remington Rand products, the wide scope of Remington Rand 


experience to provide the easier way to office efficiency. 
7 M€and 
SYSTEMS, MACHINES 
AND EQUIPMENT... 


FOREMOST ACCOUNTING MACHINES 
REMINGTON TYPEWRITERS 
REMTICO OFFICE SUPPLIES 
KARDEN VISIBLE RECORDS 

SPEER DAC SUSPENSION FILING 

SAFE CABINET & SAFETIFILE 
PHOTO-DOCUMENTATION EQUIPMENT 
OFFICE FURNITURE & PLANNING 


-++the easier way to Office Efficiency 


Write for Booklet *The Easier Way to Office Efficiency’ to Dept. OE 228 
REMINGTON RAND LTD, COMMONWEALTH HOUSE, 1 NEW OXFORD ST, W.C.1 Tel: CHAncery 8888 
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ew RAPIOATE, THE LATEST DEVELOPMENT IN CALENDAR PADS, WILL HELP YOU 


« 2 ey 
eam 
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wale 


115 1617 18} 
| 22 23 24 25 | AND GET REPEAT ORDERS 


ay because it has been proved that 
48 29 30 once RAPIDATE is used it creates 
"i Tree emer & Strong: feeling of bee <cageeontied 


ee 


- addition RAPIDATE offers the following advantages: 


“d Coloured Date-frame tells the date instantly ’ Easier to pack ; no protruding frame. 
a : Date-frame easy to change daily. * Pad easier to mount. 
s ' Date-frame cannot slip—it stays in. ’ Better materials, paper and printing. 
ay * Date-frame very light in weight and unlikely to add 10 Superior visibility of figures with full information on 
| <4 to postage. last sheet. 
i 4 ‘’ No accessories to impair visibility or detract. '! THE PRICE IS RIGHT 


Nothing to wear loose with the passing of the year. 


Se Ihe a pe ee 2 he a oe a hs r °° COR PURPRETRIC e gt tee ace a 


$9 OLD BROAD STREET - ROROOe EC2 - LONDON WALL yi 


edt OR EK, Soe 2 RAO |. CESS? VERE” Re De ty so FM KT d ” BER SEE eR 


No Postage 
POSTAGE WILL 


BE PAID 
BY LICENSEE 


Stamp necessary 

if posted in ' 
Great Britain or 
Northern Ireland 


BUSINESS REPLY CARD 
Licence No. KE 2256 


RAPIDATE PUBLISHING COMPANY LIMITED, 


69, OLD BROAD STREET, 
LONDON, E.C.2 
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To RAPIDATE PUBLISHING CO. LTD. 


From 


Please supply samples and prices, without 


obligation, of the * RAPIDATE”™ QUICK 


REFERENCE CALENDAR PADS 


Complete range as abov 


Special Sizes and Colours 
(Rapudate can be adapted to 
any size of pad and printed 
invanty coiour 

Stock size Pads can be sup- 
phed, mounted on any size 
of White or Tirted board 
overprinted with advertising 
matter 


Please Tick 
Requirements 


We may be interested in 
the following quantities 
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for spending the vouchers have 
been set out in carefully arranged 
folders which have accompanied 
the letters 

Austin Reed’s own sales force 
are always kept in close touch 
with the development and result 
of the mailings. Follow-up work 
is tactfully carried through. 


An important feature of this 
direct mail technique organised 
by Austin Reed is the way in 


which they keep in personal touch 
with the members of the sales 
force engaged upon a contest in- 
volving Austin Reed © prizes. 
Agreement for this to be done is 
always obtained by the company 


concerned before the letters are 
sent out. 

“We are looking forward to 
linking up with your company in 
connection with (the) sales 
campaign” states the letter sent 
when the contest opens. The gift 
voucher scheme is fully explained 
and the communication” con- 
cludes “We shall look forward 
with interest to the progress of 
the sales campaign, and you will 
hear from us again later on.” 

Half-way through, the compet- 
ing salesman is told by Austin 
Reed that, having watched a 
number of contests they have 
seen “how the second half brings 
in the nrizes We cannot offer 
our congratulations yet, but the 
enclosed will give you some idea 
of what the winners can select 
with their vouchers here’s the 
best of luck for the second half.” 
Ihe folder is enclosed. 

At the end of the battle a letter 
goes to the winner: “You may 
count on our doing everything 
possible to supply exactly what 
you require in exchange for these 
vouchers. . . 

From the start to the finish of 
the competition those engaged 
upon it thus get the correct im- 
pression that here is another 
important concern watching them 
and offering encouragement. 

Even if the contestant is not 
successful he has been well edu- 
cated into the comprenensive 
clothing service he can always 
vet at Austin Reeds 


Tactfully worded  advertise- 


Dent bok now bal hats 
nol a fod of pa radise 
& only old walsaname 

wilh all his tes.” 


Advertisements, without mention- 

ing Austin Reed, are placed in 

house organs of firms offering 
the gift vouchers, 


ments are placed in the house 
organs of firms running a contest 
and using the voucher scheme. 
From several directions therefore, 


the salesmen tend to feel the 
Austin Reed touch 

More and more firms are 
taking up the idea. Every en- 


couragement for them to do so is 
being provided by Austin Reeds 
who now have in hand the com 
pilation of a four-page folder 
“Plan for a sales contest” de- 
signed to help firms with rela- 
tively little experience in running 
them. 

Three reasons are advanced by 


Austin Reed to account for the 
success of this “contest” promo- 
tion 
1. The vouchers offer some- 
thing unusual as an incentive. 
It is surprising to find that 
money prizes are far from 
being the best incentive. Firms 


who have run contests have 
affirmed that clothing vouchers 


have nulled best of all. 
2. There is plenty of fun 


and games all the way along. 

3. The receiving by the sales 
force of a regular dosage 
through the mail of bright, 
human and invigorating sales 
promotion matter based on a 
keen competitive spirit between 
the sales areas. 
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+ 5 Gift Vouckon 
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SIMMONDS 


| SIMMONDS POSTAL PUBLIOCTEY LiD + 82 64 PEOCRIIAM 
Ih. NEW Noss 


RYE «© LONDON SI 


Est. 1908 “Phone : Hol. 8641 2 


ALERT 


Circularising Co, Lid. 
8793 LAMBS CONDUIT ST., W.C.I 


Directors 


P. Millward, F. Halls 
House to House distribution of 


| circulars etc. by men under efficient 


supervision. Envelope Addressing, 


Sandwich 
Paper Selling. 


Boardmen. Street 


Publishers Despatching Service 
Books, Magazines, Circulars, etc 
Folding, Inserting, Packing, Wrapping, 
Mailing, at Keen Prices 
A speedy efficient service under 
strict supervision 
Contract work undertaken 
PUBLISHERS MAILING SERVICE 
9 Scamford Street, London, SE | 
Waterloo 397! 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for 


| each day fitted to your trade announcement, 


will ensure a full twelve months free 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 
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PHOTOPRINT 


COMPANY 


SMALL or LARGE 
quantities of 
COPY NEGATIVE 
PHOTOGRAPHIC PRINTS 


All sizes up to 15” x 12° 
PHOTOGRAPHIC SHOWCARDS 


and 


REPRESENTATIVES ALBUMS 


13 CHEPSTOW ROAD 
CROYDON + SURREY 
Tel. CROYDON 4616 
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SILK SCREEN ARTS LP 


97 SHIRLEY ROAD. CROYOOM 
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Special Marketing Report ......... from the U.S.A. 


British cars need more 


advertising 


TARTING with the first ship- 

ments Of imported cars into 
the United States in the last 
months of 1947, The New Yorker 
has conducted a continuing study 
of their distribution and sales, 
and the factors which have in 
fluenced this comparatively new 
development, 

After five years of observation 
ind research the publishers con 
cluded that it was “timely and 
valuable” to present in one docu 
ment all the relevant data com 
bined with an effort “to draw 
tentative conclusions regarding 
the outlook for the future.” This 
has been done in a publication 
titled “Imported Car Sales In The 
United States: A Study of the 
Past and Future.” 

Ihe publishers have expressed 
the belief that 1953 will prove a 
critical year for imported car 
sules in the US They have 
stated that developments have al 
ready appeared “on the nearby 
horizon which indicate increasing 
competition.” 

In a survey of the recent past 
it iS stated that with close to 
100,000 imported cars bought by 


American families within — five 
years, sales targets could be raised 
*Y aggressive work with the ex- 
pectation that they represented 
more than hopeful thinking 

This conclusion has been 
grounded upon an analysis of new 
car registrations. On this basis 
all makes of imported cars in 
ali states have shown a gain of 
2,460 units for the first quarter 
of this year, representing a 44 per 
cent advance, over a_ similar 
period for 1952. 

The bulk of the study is com- 
posed of charts and tables re 
lating to the new car registrations 
of a selected group of imported 
cars. These are presented both 
in terms of new registrations per 
state, and in the distribution of 
selected makes of imported cars 
across the nation 

The following are the makes of 
cars so analysed: Austin, Ford, 
Hillman, Humber, Jaguar, M.G., 
Morris, Porsche, Rover, Singer, 
Sunbeam ‘Talbot, Volkswagen, 
Bentley, Rolls Royce, Daimler, 
Riley and Renault 

More sales promotion in all its 
Various aspects, it is claimed, must 
be executed to attain future and 
higher goals. ‘That this would 
not be money wasted is sustained 
by this study which draws atten- 
tion to the fact that during the 


218 


past five years dhe New Yorker 
has kept a carelul account of the 
individual national magazine ad- 
vertising expenditures of every 
imported car company endea- 
vouring to sell in the US. 
market 

From this it has been made 
plain that the sales curves of the 
companies whose advertising was 
most stable have shown the most 
marked increases. However, the 
total expenditure of all averaged 
only $170,000 a year from 1949 
through 1952. Even for 1952, 
which was a record year, the total 
national magazine expenditures 
for imported cars only amounted 
to $139,222, of which sum nearly 
40 per cent was spent by a single 
company —and that was the most 
successful company in building 
sales increases year after year. 
During that year the sale of British 
cars alone earned $56,145,801. 

It is claimed that The New 
Yorker magazine has carried more 
pages on more makes of cars 
(many of them exclusively) than 
any other magazine in the U.S 


U.S. Ad. spending 


not excessive 


An appeal for more expendi- 
ture on advertising was voiced 
by Walter Williams, Under-Sec- 
retary of Commerce, at the 
recently held 50th annual conven- 
tion of the Advertising Associa- 
tion of the West 

He stated that unless more 
money was invested in advertis- 
ing there was a danger that the 
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nation’s economy would not con- 
tinue to expand. With a levelling 
off of military expenditures, some 
productive capacity had to be 
turned to consumer goods pro- 
duction. This, in turn, meant that 
purchasing power had to be con- 
verted into realised sales. 


Total advertising expenditures 
in the U.S. last year exceeded $7 
billion, compared with about 
$2 billion in 1939 and 1940, said 
Mr. Williams, who went on to 
point out that this big increase 
was by no means excessive. 

“Total advertising expenditures 
during the past two years as a 
percentage of disposable income 
and personal consumption § ex- 
penditures are only slightly over 
the pre-war level, and in relation 
to total retail sales are below that 
level,” he said. As incomes in- 
creased a larger proportion of 
consumer expenditures became 
discretionary, it therefore  ap- 
peared that the effort and expense 
directed toward sales promotion 
and advertising should increase 
more rapidly than the level of 
incomes or consumer expendi- 
tures. 

“Increased expenditures in sales 
promotion and advertising, if 
made upon the basis of adequate 
market research,” he concluded, 
“can be more than self-liquidat- 
ing, can result in both higher 
profits for the producer and dis- 
tributor, and lower prices for the 
consumer. The same is true of 
increased effort and expenditure 
in sales training, and in other 
areas of marketing operations.” 
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NOW 


In this book, the first of its kind for 40 
years, the authors describe the whole 
structure of outdoor advertising, both 
from the agency and practical poster 
side. The book is fully illustrated and 
contains much invaluable information 
for both advertiser and advertising 
agent. Two chapters are devoted to 
research in this country and America. 
‘Outdoor Advertising’ is published by 
George Allen & Unwin Ltd. Price: 
1Ss., or 15s. 9d. post paid. 
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on buying 
good 
print... 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ”’ 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That’s why 
we can quote a keen price 
and still maintain our quality, 
noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 
Fancy cartons e Showcards e Calendars etc. 


We are particularly well-equipped for long 
runs and repetition work. 


ane ANAAANANAAA ANNAN. 


Sates, 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request, 
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Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 
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29 LUDGATE HILL - LONDON - EC4: CITY 7357 
55 MARKET STREET - MANCHESTER 3- BLACKFRIARS 4874 
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‘When self-promotion 
proves infectious 


ITHIN the first month 

over SOO stereos or mats 
were issued in connection with 
the Newspaper Society's 
scheme for “advertising adver- 
tising.” Nothing sensational, 
perhaps—but a sound, steady 
Start. 

Besides, the scheme cannot be 
judged on statistics alone. It is 
beginning to stimulate enterprise 
on similar lines. Several papers 
have started a |ittle flag-wagging 
on their own 

The Warrington Examiner, for 
example, comes out boldly with 
the question: Does Newspaper 
Advertising Pay’ It gives this 
answer: 

“Recently an Independent Re- 
search Organisation asked people 

‘What Did you do Yesterday?’ 
The answers were 
12 per cent went to the cinema. 
21 per cent read a book. 

40 per cent read a magazine. 
74 per cent turned on the radio. 
85 per cent read a newspaper.” 

Readers are then urged to seek 
the best results by advertising in 
the Examiner. 


Careers ad. feature sold 
29 columns 

MANY PARENTS in and around 
Bury. | wager, will have ab 
stracted a double page spread 
from a recent issue of the Bury 
Times and put it away safely for 
future reference It will be 
brought out during family dis 
cussions and used to settle any 
little points of argument: as the 
parents face up to one of life's 
major problems, helping and ad- 
vising their children on a choice 
of careers. 

Although the feature which 
appeared throughout the group 
sold just over 29 columns of ad- 
vertising, in each edition” the 
editorial support was generous 
and authoritative. It included an 
article on careers for grammar 
school pupils by the chairman of 
the local education committee, 
illustrated descriptive features on 
local industries, and plenty of 
practical advice about local 
facilities for further education. 
apprenticeship schemes. and the 
youth employment service 

Here is another fine example 
of how a local newspaper can 
render loca] service to the com- 
munity in the course of its own 
economic progress 

In a leading article the paper 
explained that the feature was 
designed with two major purposes 
in mind—firstly to help the 
school-leaver in his search for a 
200d, satisfying and permanent 
employment and secondly to aid 
the employers to obtain the 
needed recruits 

“Unlike some Lancashire towns 
we are blessed with a variety of 
industries, and the teen-ager has 
a very wide choice.” the paper 


added. “Competition for the 
services of the eager and efficient 
youngster is keen, and as_ the 
years roll by the comparatively 
sparse supply of recruits is going 
to make them even more impor- 
tant.” 
* * * 

COLOUR PRINTING has been a 
frequent feature in the Oxford 
Mail and its associated weekly 
papers during the past four 
years, and a consistently high 
quality of reproduction is being 
maintained. A 20-year-old Goss 
Foster press with a half unit for 
colour is being used, not an ideal 
arrangement for register by 
modern standards 

The printers of Oxford, how- 
ever, turn out some admirable 
work, and for this reason it is not 
to be wondered at that the facility 


WILTON EVAN 


of colour is proving most popular 
with large space advertisers. Daz 
(blue, of course!) and Esso Extra 
(red) appeared on successive days 
the week before last in the Oxford 
Mail. 

Local advertisers are increasing 
their bookings and from them G 
Dowdell, advertisement manager 
Oxford Times Ltd., has been able 
to assess the estimated response 
As far as comparisons are pos 
sible, advertisers consider the 
returns from a two-colour job are 
more than double those of black 
only. The additional charge for 
colour is £10 10s., irrespective of 
size, Or approximately 20° per 
cent in the case of a half-page 
advertisement 

Some other provincials are 
rather inclined to dabble with 
colour, but the Oxford Times 
Ltd. have proved that here, as in 
all advertising, consistency is the 
key to success 

* * * 

INK DRAWINGS of guardsmen 
wearing the busby were displayed 
on placards in Aberystwyth when 
the Cambrian News reported the 
conferring of the freedom of the 
borough on the Welsh Guards 

On the side of the bills were 
talented sketches, in black and 
red On the other half the 
words: Full report, special pic- 
tures. The result? A substantial 
increase in circulation, 

The idea came when an 
apprentice compositor was caught 
“doodling” on a blank bill. He 
showed a flair for lightning 
sketches. Instead of ticking him 
off an astute superior decided the 
firm might as well cash in 
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Advertising Balloons attract attention and create goodwill! 


attracted by 


\ 


Ss ; 
brightly coloured advertising balloons. The \s—~ 


** GARTEX "’ pre-tested 


famous 


long-life balloons can be printed 


with your name or the name of your product — 


(and, if you like, a gay design as well). They create abundant 


goodwill wherever they are distributed. MB '\ 0°00 of all 


= @ 

ages love them, everyone sees them... © ; and the name 
) 

Ly of “GARTEX "' [= assures long-life. 


ee ure? 
GARTEX” Balloons 
FOR ADVERTISING 

YOUNG & FOGG RUBBER CO. LTD., 124/128 HAYDON S ROAD, LONDON, S.W.19. Liberty 6281 


BOLTON EVENING NEWS 


and 

Lancashire Journal Series 
(SIX WEEKLY NEWSPAPERS) MAKE UP YOUR OWN 

are a formidable combination WAMES + LABELS « PHRASES - SALES SLOGANS 


with these new 4%” interchangeable letters. 


covering an important Industrial 
. | IDEAL FOR DISPLAY OR EXHIBITIONS 
area of Lancashire. Write for leaflet and FREE SAMPLE 
' | PRICE Eastgate Street, 
They give you absolute $/ fh Memmettwinnns Wwisticicr, Hans 
blanket coverage within _ 
100 square miles’ of | 
BOLTON, and are the 
best shopping guide to 
nearly a quarter of a 
million people. 
BOLTON EVENING NEWS 
A.B.C. NET SALE 82.461 
LANCASHIRE JOURNAL SERIES 
A.B.C. NET SALE 85.261 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6, ARLINGTON ST. 
BOLTON - LANCS LONDON - S.W.1 
Telephone: Bolton 1993 Telephone: GRO. 45220 


Advt, Manager; Wm. Sheppard London Manager: C. A. Miles 
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MILLS & ROCKLEYS 
SILVER JUBILEE 


SELDOM do one mect such a 
galaxy of leading men and women 
in advertising is that which 
thronged the decks of H.Q.S. Wel 
lington, floating headquarters of 
ihe Honourable Company of Master 
Mariners, on Thursday for the 25th 
birthday party of Mills & Rockleys 
Lid. All the big associations were 
represented by their presidents 
chaumen or directors; advertisers 
were to be counted by the scor 

and there were outdoor advertising 
men from every branch of — the 
dustry. 

included 
Bishop — of 
Burton, 


Distinguished guests 
Lord Silkin, the 
Coventry, Miss Blain 
M.P., Sir Herbert Willams, M.P., 
Sir brank Alexander, Sir Patrick 
Gower and Sir Robert Fraser. To 
mention more names would b 
invidious, but wt can be said that 
the gathering constituted a remark 
able tribute to the esteem in which 
the host firm and its chairman ar 
held throughout the advertising 
business, 

George Mills, chairman and 
managing director, with Mrs, Mills 
received the guests, each of whom 
was handed a carnation button 
hole on arrival, Later the toast of 
the firm, and of Mr. and Mrs. 
Mills, was proposed by Harold R. 
Barrett, of the Wolverhampton and 
District Billposting and = Advertis 
ing Co., in his capactiy as deputy 
president of the British Poster Ad 
vertising Association. 

Mr. Mills, in reply, mentioned 
what he described as a “wedding 
breakfast” held when the firm was 
founded in 1928. An interesting 


memento of this occasion was 
shown me by Alderman Sidney 
Brown, a director of Mills & 
Rockleys, and this year’s B.P.A.A 
pre sident. 

This is one of the invitations to 
the “wedding breakfast’ actu- 
ally a luncheon at Claridges. It 
runs: “Mr. Sydney Walton and Mr. 
George Mills and their colleagues 
request the pleasure of the presence 
of Mr. Sidney Brown to cele- 
brate the marriage of poster adver- 
lusing businesses in the Midlands 
under the title of Mills & Rockleys 
Ltd.”" Opposite, under the head- 
ing, “The Banns,” it is recorded 
that Mills & Rockleys Lid. was 
registered as a public company on 
July 24, 1928, with a share capital 
of £410,000, first) directors being 
Sydney Walion, George T. Mills, 
[. W. Brown, W. Fletcher, J. W. 
Naaké and Fred Kay. 

Of these, Mr. Mills and Mr. 
Naaké are members of the board. 
to-day. 


Ned Maguire and 
the gentle art 
How can an advertisement man- 


ager achieve placidity and a seem 
ingly gentle approach to life? Ask 
Edward ©. Maguire, advertisement 
manager of Independent News- 
papers Ltd., Dublin. But it is doubt 
ful if even “Ned” Maguire can ex 
plain just how he gets so much donc 


OVER 237,000 COPIES WEEKLY 


SIMPLE ADDITION to any exclusive appropriation 
can be surely achieved by comparing the rate per single 
column inch per thousand of a proved and trusted news- 
paper e.g., THE UNIVERSE with the rates of the 


leading National Dailies. 


THE UNIVERSE at 2-06d. merits inclusion in any 
national scheme and will give you Quality, Quantity and 


responsive readership. 


FIELD HOUSE 


BREAMS BUILDINGS 


in your 
appropriation 


LONDON: EC4 


without appar “sturm und 
drang.”” Mayb« is the Western 
Irish influence - a doctor's son 
from County M and maybe it 
is the fact that he knows advertising 
right up from the “prepaids” where 
he started as a youth 

His meticulou 
won him an car! 
credit order dep 
dent Newspapers 


ntion to detail 
promotion to the 

nt of Indepen- 
nd later direction 
of the display 
@d@epart- 
ment for one 
of the news- 
papers of the 
group. When 
expansion 
made it neces- 
sary for the 
late Thomas 
A. Grehan, 
then adver- 
tisement man- 
ager for the 
group, to seck 
an assistant 


Maguire: 
Iwo years later 
Grehan to 
Maguire was his 


that was in 1936 
ill-health caused Tom 
retire, and Mr 
obvious successor 

Within a year the new advertise- 
ment manager was faced with a pro- 


blem that, during the war years, 
plagued many other men in similar 
posts—-Space rationing. His ration- 
ing system operated with absolute 
fairness, and he never neglected an 
opportunity of helping his clients. 


Beer garden 


“— DON’T care where the water 
gets if it doesn’t get into the wine,” 
wrote Chesterton. It very nearly got 
into the beer the other morning, 
when the City of London’s first beer 
garden, part of the Crown and 
Anchor, Shoe Lane, was opened by 
Sir Garrard Tyrwhitt-Drake, deputy 
chairman of Style & Winch. Fortu- 
nately the rain held off just long 
cnough, so that we were able to 
have our beer from a_ barrel 
broached in the garden, surrounded 
by roses, hydrangeas, fuchsias, and 
ves hops' 

Then we adjourned into the new 
saloon, Jn recognition of the fact 
that the Crown and Anchor has 
long been known as the “Printers’ 
Pub,”’ various type-faces have been 
used for the framed quotations on 
the walls 

* * * 


BR ECENTLY 1 pecorded that J. B. 
Fitzpatrick, who won the Reg. Cur- 
tice Cup and, with his partner, the 
foursomes it the Fleet Street 
Column Club Golf Circle mecting 
at Addington, “hails from Renfrew- 
shire.” A genial deprecation of this 
claim now comes to me_ from 
H. Clarkson (general manager, John 
Swain & Son, Ltd., Glasgow), who, 
as a relation of his, insists that he 
first saw the light at Newport, in 
Fife, Scotland. “Candidly,”” he quips, 
“we have had so much hail in Ren 
frewshire these last few weeks that 
we have no desire to add J. B 


Fitzpatrick to our deluge" 

Mr. Clarkson, however, enters his 
own claim that he was Mr. Fitz 
patrick’s golf tutor from the time he 
had a 24 handicap until he reached 
a single figure. 
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Owen Rowley an 
all rounder 
ABOUT a couple of years ago | 


reproduced in these columns an 
attractive painting by Owen Rowley. 
At that time he was general mana- 
ger of the Evening Standard, and | 
hope that, now he 1s its chairman, 
he will continue to find time to in- 
dulge his favourite hobby, and to 
exhibit its products at various exhibi- 
uons. He is a member of the Arts 
Club as well as the Authors’ Club. 

Throughout his 30 years with the 
Express group. Mr. Rowley has 
spent much of his time on the pub- 
licity and advertisement side. Indeed, 
he must be one of the few newspaper 
chiefs to have started in an adver- 
tising agency. He was with Carlton 
Publicity and Derrick’s for a short 
while before moving to the Express 
group, where he learnt much, first 
under C, P. Russell, and then under 
Wardle Robinson. He became 
Express publicity manager, and then, 
when there was a drive on for classi- 
fied advertisements, took over that 
department. Followed a spell of 
14 years in Glasgow as general man- 
ager, after which he moved to Man- 
chester as general manager during 
the period when the office there was 
rebuilt and the Sunday Express was 
brought there. He came to London 
SIX years ago. 

* * ¥ 
SEVENTEEN years ago a young 
English advertising man, with his 
wife, emigrated to Australia. This 
summer now a director of a 
flourishing Melbourne agency—he is 
in this country once again, on his 
first visit. His wife and two children 
are with him. And he tells modestly 
a success story of the kind it is a 
pleasure to hear. 

Many in the advertising world will 
remember B. V. Bell as assistant ad- 
vertising manager, Anglo-American 
Oil Co., publicity manager at Gros- 
venor House, and then as advertis- 
ing manager, Britannia Batteries. 
These posts he held before 1936. On 
arrival in Australia, he became a 
copywriter in Sydney with Catts 
Patterson, then the biggest agency 
in the Dominion. His next move 
was to Melbourne as manager of 
George Patterson Pty. Ltd., and later 
he joined Goldberg's Melbourne 
office as a director. 

Then, about five years ago, he 
bought into his present agency, 
Rickards Advertising Service Pty. 
Ltd., Melbourne, and has never re- 
gretted the step. A medium-sized 
agency by Australian’ standards, 
Rickards has a turnover of £200,000 
per annum and a staff of 25, and is 
rapidly expanding. 

Mr. Bell has already visited a 
client in Germany. and has several 
in Great Britain to meet. 


Contact 


WEEKS WISECRACK 


on 


“And the new survey shows 
that in the least influen- 
tial class we appeal to the 
smallest readership.” 
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Reach 


EUROPE’S 
DOLLAR AR 


o 


Swiftly ! 


Directly ! 


Economically ! 


o 


IN | FIRST MQ 


NTH of operation, this feature - packed 
newspaper printed and distributed 483,000 copies, carried 382 

: advertisements and presented its readers with more than 2000 
Voucher copies - +. Fate news stories illustrated with over 300 action-filled photographs! 
cards...market data 


... yours for the EW 
asking — without ¥ 
any ‘obligation. 


x Another First / FOR THE PUBLISHERS OF THE 


“NETWORK OF NEWSPAPERS 
Sewing THE U.S. ARMED FORCES Everywhere” 


NZ 


Direct your ADVERTISEMENT MANAGER, AIR FORCE DAILY 
enquires now to: 102 PARK STREET, LONDON W.1. Tel ;: GROsvenor 3651/9 
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Publications News and Notes 


‘Reader's Digest’ 
pictorial picnic 


An ingenious method of adver- 
tisement promotion is tried out for 
the first time in the August number 
of Reader's Digest. 

Six successive right-hand pages in 
full colour depict a picnic meal set 
out on a gay tablecloth. Headline 
is “Fine Fare.” The illustration is 
identical throughout, except that in 
each picture a_ different item is 
blown up and spotlighted. A strip 
at the bottom of cach carries copy, 
supplied by the advertiser, in respect 
of this spotlighted product. 

Advertisers participating in the 
scheme are Britvic pure fruit juices, 
Hovis, Primula cheese — spread, 
Nescafé, Phillips (portable radio 
sets), and Three Threes cigarettes. 


New TV paper 

Amalgamated Press are launching 
a new weekly magazine at the end 
of August TV Mirror. = Initial 
print order will be 500,000. It will 
be a photogravure magazine with a 
four-colour cover. The advertise- 
mem rate will be £150 per page. 
The editorial policy will be con- 
centrated mainly on TV pictures, 
articles and stories of interest to 
the viewer. On the subject of 
sponsored TV the magazine will not 
take sides but will air the views of 
prominent public figures. Alan 
Adams has been appointed adver- 
tisement manager. 


¥ * 7 
The Daily Herald has joined the 
ranks of national newspapers offer- 
ing large sums as prizes in holiday 


competitions. They have launched 
a “Holiday Tunes” contest with a 
prize of £1,500. Competitors have 
to select 12 musical items from a 
list of 24 which would form the 
best-balanced programme for a 
holiday bandstand entertainment. 
¥* * 


To-morrow (Friday) the Goole 
Times publishes its centenary issuc, 
which will carry many congratula 
tory advertisements and messages. 

” * 


The Ayr Advertiser has celebrated 
its 150th anniversary. 
* ¥ 


British Vogue Export Book No. 4 
features cight editorial pages on new 
nylon fabrics plus 12 pages of 
advertisements actually swatched 
with some of the latest develop- 
ments in textures and designs. 

* * * 

The Western Mail published a 24- 
page agricultural supplement on 
Wednesday of last week. 

* * * 

Ihe Autumn issue of The Times 
Science Review will be published 
on Tuesday, August 11, price 6d. 

* * * 

The Shoe and Leather Record 
this week included a 34-page sup- 
plement on rubber footwear, syn- 
thetics and plastics. 

+ Sg * 

A sports quiz at the Butlin Holi- 
day Camps is sponsored by Sporting 
Record. 

+ * * 

A comprehensive fixture list and 
big dates of the coming season are 
given in the August issue of Charles 
Buchan’s Football Monthly. 


WHO 


solution? 


really can 


PRODUCE 
IDEAS — 
SCHEMES ? 


Studios claim to do so—but usually they 
want the basic idea supplied to them. Most 
of the really top flight ideas and copy men 
are already with agencies. What is the 


If you as an individual—or you as an organ- 
isation—feel that you can produce absolutely 
first-class campaigns based on sound mer- 
chandising ideas, please contact us. This 
agency, handling highly important con- 
sumer accounts, occasionally has need for 
a fresh approach from free-lance sources 
and would be pleased to hear from you. 
But please—only if you have already pro- 
duced outstanding campaigns for some of 
Britain's biggest advertisers. 


Box 5139 Advertiser’s Weekly 180 Fleet St,, E.C.4 
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Canada told of 
U.K. products 


An important contribution to 
forging new trade links between 
Canada and the United Kingdom 
is the rece: publication of 
the CABMA Kevister 1953—the 
officially sponscred directory in 
which British manufacturers list 
their products which are available 
for Canada, and their channels 
of distribution in that country. 

Published for the Canadian 
Association of Manufacturers and 
Agencies—-parent organisation of 
the British ‘Drade Centres in 
Canada—by Kelly’s Directories 
Ltd. and Iliffe & Sons Ltd., this 
800-page volume is a complete 
buyer's guide to British products 
for the Canadian businessman. 
The names and adresses of over 
4,500 British manufacturers, 2,750 
fanadian distributors, and 3,750 
British-manufactured articles are 
listed, and there is also a glossary 
of French-Canadian product 
terms. 

The CABMA Register, which 
is to be published annually, is 
produced in collaboration with 
the Dollar-Sterling Trade Council 
in Canada and the Dollar Exports 
Council, the Federation of British 
Industries, the Association of 
British Chambers of Commerce, 
the National Union of Manu- 
facturers, the Scottish Council 
(Development and Industry) and 
the Northern Ireland Industries 
Council in the U.K. 


BOT export service 


branch moves 

The Industries Branch of the 
Board of Trade’s commercial rela- 
tions and exports departments 
have moved to Lacon House, 
Theobald’s Road, London, W.C.1. 
The name has been changed to 
“Export Services Branch” because 
that better describes the functions 
of the branch which is: 

To help manufacturers to 
find representatives or agents 
abroad; to assist U.K. business- 
men going abroad; to provide 
information about overseas 
markets and to advise indus- 
trial organisations and indi- 
vidual firms on the opportuni- 
ties and methods of exporting 
their goods; to provide infor- 
mation about.tariff and import 
licensing regulations abroad; 
and to distribute information 
of use to exporters through the 
Special Register Information 
Service. 


Spring school for 


young printers 
In order to give more Young 
Master Printers the opportunity 
of attending the fortnight’s resi- 
dential course in management 
and technical subjects which is 
organised every other year by the 
British Federation of Master 
Printers, it has been decided, as 
an experiment, to change it from 

a summer to a spring school. 
rhe first spring schoo! will be 
held at Lincoln College, Oxford, 
from March 28 to April 10, 1954. 
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We Hear 


Shoreham lifeboat was launched 
to investigate a boat apparently in 
distress. It turned out to be a yacht 
with a large illuminated sign adver- 
tising a brand of stout. 

* * * 

The Daily Mirror on Saturday 
sponsored a Pet Dog Parade at the 
Festival Pleasure Gardens, Batter- 
sea Park. 

* ~ * 

Over 12,000 visited the eighth 
annual electronics exhibition at the 
College of Technology, Manchester 

a record. 

4 * * 

Organised by Ernest Milner, 
northern regional P.R.O. for the 
National Farmers’ Union, an exhi- 
bition “From Sheep Shearer to 
Mannequin” is being staged at 
Durham County Agricultural Show. 

* * * 

Eighty per cent of the available 
space has already been booked for 
the second National Factory Equip- 
ment Exhibition to be held at the 
Royal Horticultural Society’s Halls, 
Westminster, from March 22-26 
next. 


Tips for wives 


The Lux Washability Bureau are 
issuing a new leaflet on “Wise ways 
to wash men’s clothes.” 


* * * 

A pictorial electro-map installed at 
Liverpool's St. John’s Market by 
the Davis Advertising Service, of 
Manchester, indicates the location of 
market stalls, exits, and places of 
interest in the city. Four other maps 
are being constructed for installation 
in Liverpool. 

* * 

For the fourth year in succession 
the Daily Telegraph is sponsoring 
the 500 c.c. motor racing at Brands 
Hatch, Kent, on August Bank 
Holiday. 

* * * 

The Daily Express is conducting 
a survey into the nation’s holiday 
habits. Monday's issue carried a 
questionnaire for readers. Half a 
guinea will be paid for all com- 
ments published. 


Tips for Italians 


A delegation from the Italian 
Ministry of Industries visited Patra 
House, Leatherhead, last week to 
study British methods of package 
tesung. Purpose of the visit, spon- 
sored by the Mutual Security 
Agency, was to gain information 
with a view to setting up a package 
testing station in Italy. 

* * + 

The Labour Party annual confer- 
ence will consider a resolution de- 
ploring the declining standard of the 
public information services and 
urging the formation of a press 
council with “adequate public rep- 
resentation,”’ the restoration of the 
Crown Film Unit, and Government 


sponsorship of documentary film 
units. 
. * * 
During April, May and June, 


Fogra Failte (the National Tourist 
Publicity Organisation of Eire) dis- 
tributed $28,877 pieces of tourist 
literature. 


* * 

The Minister of Labour is ap- 
pointing a court of inquiry to in- 
vestigate difficulties arising between 
two mechanical trade unions conse- 
quent on the transfer of the Daily 
Sketch production to the News of 
the World offices. 
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Warrington Buardian 


Aevies 


W. hail agents re a for 
his understanding : patience during 


many years of difficulty aul for 
their acceptance of omissions ao 


part-series insertions 


Full Series insertions can be guaranteed as from September Ist 


ef: wQuor, 


ADVERTISEMENT MANAGER 


NET SALE 


97,304 30/- 


‘January—June 1953) FLAT 


London Representative: P MOON 134 FLEET STREET 
leleoh ome Central 642 


Head Office Warrington 
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F ’ _ : * « 
U.P.C. Limited 1 Current Advertising 
KINGSBURY WORKS, KINGSBURY ROAD, LONDON, N.W.9 En : : Ver ISIN 
We are n in a siti t upply f k GLASS | ay is ' | awiga agie 4 
Minar in 2panton t0 supply trom stock GtAss =| 6 Daz distribution extended: big 


ceramic paint which is permanent. 


Advertisement can 


84 NIVERSAL 
ae ERS A cao 


spaces in provincial papers 


successful 
hos. Hed- 
the marketing and 


Following the 
launching of [az by 
ley & Co.. Ltd 


posters and films is being used in 
each of the new territories. Press 
advertising includes large spaces, 


Sell—Shell 


Towns and villages with unusual 


hy v7 ~ 

; be printed on sides distribution a —, been con- names are being used in new adver- 
siderably extended to take in lising for Shell premium petrol. 
F OF cap (Gree epenee Scotland, Wales the North of Fach ad. features illustrations of 
, between cigarette England, Northern Ireland, Bir- four towns in one county. 

rests), with the same mingham, and 4 few other limited The first ad. was angled on 

er three diferent areas. Buckinghamshire with the copy 

ein The full schedule of press, ‘cading “Everywhere from Drop- 


more to Dropshort, to Cryers Hill 
and Loudwater you can be sure of 
Shell.” Another features the Kentish 


t ladbe< can, Denge, 

COL. 7i61- -578 in many cases half-pages peony Hoc l idbean, Blean, Denge 

There has been no fundamental The agents, Colman, Prentis & 

Samples and prices submitted on request change in the Daz copy. The Varley Ltd. are using the national 
boiling qualities of the product daily and Sunday newspapers, 


nine are still the main feature. Lambe London evenings and a few provin- 
& Robinson Ltd. are the agents cials, 
= 
Sheets in 3D Safe-breakers made 
Unequalled in Kent Fitted bed sheets are being the copy 
launched in this country by Shore — ' een 
ae 9 Newspapers Sheets Lid. They are being intro-  , foot ok Gee tae agen 
if | Order —— J hy vara y 3-D —. successful attempt to open the strong- 
3 Stereos = a it CO DORKS ‘to eal a. room door have provided advertis- 
1 Account a t fit we a a oO hold tne ing copy for Chubb & Son's Lock 
ae . ra C. "Peacock 1 ta. who hand! and Safe Co., Ltd., who supplied 
; y “ c a . 
= F94,335 weairnc the “advertising, organised a press TA OUEh their agents, Everetts 
: = 9 Weekly Net Sales party at Odd ninos, "Piccadilly Cir- Advettiien Ltd ba aun sales 
, : ' * shee ‘re ” J ie ‘ 
; proc cnearlbainne ~ AP we a —_ a large space in The Times, and in 
F Le . eane ‘ - \ » : _ 
Associated Kent Newspapers chures have been produced —s journals, and sent direct 
: ott Bee : mail shots " banks throughout the 
Accounts Office . . ountry and overseas 
dh: S. C. Peacock Ltd., have taken ‘ . — 
ef 30 High Street, Chatham (Chatham 2213) over the account of people (Mail Ihe press ads. featured a large 
Advertisement Representatives Order Service) Lid.. not that of Rice- Picture of the battered but unopened 
E. W. Player, Led., 30 Fleet Street, E.C.4 mans Lid. group of stores, as re-  Stfong-room door, with the heading 
(Central 2786) ported last week owing to an error “How bank raiders were defeated 
for which Apvertiser’s Weexry  >Y ¢ hubb. . 
was not responsible, @ Continued on opposite page 


e AT A GLANCE 


ACCOUNTS MOVING: 


Waterman Pen Co., Ltd., to Cecil D. Notley Advertising Ltd; 
Luxelectric Ltd., makers of electric motors, grinders and drills, 


Silk Screen Printing 


DISPLAY ™ SHOWCARDS e POSTERS to S. C. Peacock Ltd. (London) 
. NEW ACCOUNTS: 
* British Screw Co., Ltd. (trade press), Modern Floor Covering 
" (trade press) and Nipko Fertilisers (local Yorkshire evening 
newspapers), for Pickersgill Publicity Service (Leeds); Oxygen 
Division of the Butterley Co., Ltd., for Scott-Turner & 
; Associates Ltd 
s 171 NEW BOND street wi 04 ffe® Tele: GROSVENOR 871! NEW CAMPAIGNS: 
oh Hat campaign (fF. C. Pritchard, Wood & Partners Ltd), 
‘ Works national daily newspapers, Picture Post and Illustrated during 


EASTWOOD STREET, S.W.16 Tele: STREATHAM 4595 


September-November, Shell premium petrol (Colman, Prentis 
& Varley Ltd.), national daily and Sunday newspapers, London 
i evenings and provincials; C. and M, Sumrie Ltd, (The Robert 
Freeman Co., Ltd.), autumn and winter campaign in Picture 
Post, Llustrated, Daily Mail, Daily Express, Daily Telegraph and 
trade press; Symington table creams (Erwin, Wasey & Co., 
Lid), weekly magazines; Allinson wholewheat bread (W. S. 
Crawford Ltd), provincial newspapers and the Daily Mail; 
Rufllette curtain tapes and runways (Winter Thomas Co., Ltd.), 
national press, women’s magazines and trade press 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


Mechanical World 


ENCINEE RING RECORD 


' wi i 
LETTERPRESS 
CARTONS 


TRANSLATIONS 


For difficult translations (technical, 
, legal, etc.) and minimum charges: 


Published monthly in London and Manchester HNS, SON & WATTS LT0. ALPHA INTERPRETER & TRANSLATION 
Emmott & Co. Ltd., 50 Temple Chambers, Temple Avenue, E.C.4 10 ~ st LONDON, sy . . } SERVICE 
Manchester Office : 3! King Street West, Manchester 3 2-4 EPWORTH ST, ay | 31 Sinclair Gardens, London, W.14 SHE. 5709 
Mw.AiS MONarch 7408 { Translations in all languages and subjects 
2 — Ety . Lie i 7 ai ‘t Be a hd 
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-Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “‘ Multilith’’ and Rotaprint Users 
The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, 
friendly, personal attention to every detail... 
phone Strand Litho. 


EA | 
TERMINUS | | 


2691/4 | 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON ROAD LONDON g.¢.3 


You Can 


Art take it 
from me 


School | 
1,000 
Self-taught SQUARE MILES 


of prosperous industrial and agri- 
cultural areas of BEDS, HERTS, 
and BUCKS, with probably the 
By | | lowest figure of unemployment 


‘. | | in the country, covered by 
Matlack Price 


and A. Thornton Bishop HOME COUNTIES 
ecco anace,coreet || NEWSPAPERS. GROUP 


American artist-teachers, provides a 
comprehensive introduction to almost 


every branch of Art. The first part of PER 45/ TRADE 
the book deals with “‘Fine Art’’ and S/COL - FLAT 
includes the History of Art, Art INCH RATE 
Appreciation, Drawing, Colour, etc 


The second part is devoted to the 
“Professional Arts'’ and covers Design 
in general, Advertising, Lettering, 
Typography, Photography, Industrial 
Design, Decorative Painting, Interior 
Design, and Fashion. A magnificently 
produced and illustrated book. A mine 
of information for every art student 


40s. net 


Pitman | 


Parker St. - Kingsway - London: W.C.2 


LATEST NET SALE ABC 
130,595 


Rate Cards for individual 
papers on application 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131) Fleet Street, E.C.4 Central 1960 
Head Office 
MANCHESTER STREET, LUTON 
Phone: Luton 5050 
| Advertisement Manager; C. W. Gilder 


HENDON 
BILLPOSTING 
COMPANY 


. ~ 
British advertisers anxious to 
increase their trade “with 
, Denmark should investigate the 
possibilities of ExstRasLaver, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
» space facilities, Full details from 


@ Most of the 


really 
enlargements ‘are made by 


rood 


AUTOTYPE: x / cour 


CRANE-DEBENHAM LTD., 
69, FLEET STREET, LONDON, E-C-4 


The Autorype Co. Ltd, Brownlow Rd 
WA 


London Ealing 2691 | Central 8811 


Miss 


Clapton 


Fling” debut 


track 


makes her 
erevhound 


al 


Brighter publicity 
planned by Fling 


Thousands of greyhound racing 
‘nihusiasts witnessed “Miss Fling 
a new personality introduced = by 
bling, Lid., the soft drink manu 
facturers, making her debut at Clap 
ton Stadium on Saturday evening 
as a challenge to other firms partic: 


pating in the soft drinks battle 
It is planned to make blonde 
haired “Miss Fling” a familiar 
figure at greyhound tracks in and 
around London. She will also put 
Mm appearances at stores 
Mr. Ford, sales manager of Fling 
Lid., states: “This is part of a 
|} brighter sales campaign policy now 


being put into effect 
| has come to stay, and new public: 


“Miss Fling 


y 


material is in hand. Former black 
delivery vans are being replaced 
by new vehicles giving maximum 
publicity by the use of orange and 


primrose colours on a brilliant green 
ground.” 
Already serving an 
a radius of &5 miles 
| don, eight morn 
| added to the 
campaigns 
the 


drea covering 
around Lon 
vans have been 
firm’s fleet to support 
now under way to in 
territory served 


Splash for ‘Lili’ 


Highlight of M.G.M's. campaign 
for ther new film “Lih” was a 
15} in. x 6 col. advertisement in the 
/ venine News supported by a hall- 
page in The Sta This 1s the first 
ume that this space has been used 
for entertamment advertising 


crease 


M.G.M. claim they were the first 
film company since the war to use a 
| half-page in the Daily Express or 
| the launching of the Empire stage 

show) the first advertiser to use 
Day-Glo on London buses (for 
| the launching of “Annie Get Your 
Gun"); and the first film company 


to use half-pages in all three London 


} evenings (forshe launching of “Quo 
Vadis’). 

} United Kingdom Advertising 
Company Ltd. are the agents 


Radiation drive 


Radiation have taken a full-pag 
|} in the “Heat and Light an the 
| Home” feature being published by 
| Picture Post on September 2. Th 
} ad. will feature the new Siesta 

Stove, 
| The ad. will be featured on dis 
| play cards and window bills, Dealers 
| are being urged to Siesta 
|} window displays. Trade press ad 
verlising has started. F. C. Prit- 


chard, Wood & Partners Ltd. are 
the agents, 


Geo. J. Smith & Co., Ltd., stat 
they have re linquish ds the dvertis 
ing of Cecil Gee, men vuttit of 

' Charing Cross Road 


s 


ADVERTISER’S WEEKLY 
CLASSIFIED ADVERTISEMENTS 
(Continued from page iii cover) 


ACCOMMODATION 


BRIGHT FURNISHED OFFICE io Hol- 


born OS. weekly Ring CHAnecery 
ss 

PURNISHED OFFICE Care, bebo to 
let, Ludegate Hill 1-2-3 rooms oF suite 
Phone SPhedwell 4786 Open always 
BM SPODDS, WoaCt 

STUDIO SPACE svatlab Holborn 
District 25s) pw including telephone 
and heating. Retoucher preferred 
Box SI8l Ad. Weckly 180 Fleet St bce 


SALES AND WANTS 


STORAGE CABINETS required for Ad 
dressograph Prames Preferably to hold 
100 trays Must be in good condition 
Gamage Advertising Agency, Holborn 
EC. 


IMPROVED LETIER FILES. Ask for 


list. GAZEBO. $7 Packington Road. 
Action, London, W.3. ACOrm 4731 


PERSONAL 


MEET LIKE-MINDS at the Writers’ and 
Artists’ Club, 4% Haymarket, SWi 
I he only self-governing club for 
Journalists, Authors Comporers 
Playwriehts, and all other Creative 
Arusts Absolutely non-political 
President: I A Gi Strong. Secretary 
WwW. A. Pe's, £1-10 pa. Telephon 
WHEL Win 


B TECHNICAL PUBLICATIONS 


- + + printing 
Instruction Books 

Spare Parts Lists 

Charts & Posters 

We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress printing, 
compiling etc. Specialists in Tech- 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) LIMITED 
Hampton Lane, Bristol, 6. Tel. 36398 


,  MISCELLANEQUS, 


CLAPHAM 
ADVERTISING STUDIOS 


First class Models 
available for all Studios 
Anything supplied for 


photographic illustrations from 
a flea to an elephant. 


Give us a ring Day 
or Night 
MACaulay 8621 


23 The Pavement 
Clapham Common: S.W.4., 


PIN-UPS for Advertising Agents Free 
lance artists and printers Particulars 
of these and of our cnormous Model 
File apply Phiip Gotop Photographs 
Lid, 24 Church Sueet, WKH WES 
410 

DEBTS collected througnow HKetain. No 
result no charge. UBrilegal (Batab 


1919) BO Leeds Ra, Bradford 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MIDLANDS AREA 


Agency trained representative 
required, Must be experienced in 
selling point of sale media. Will 
be required to develop existing 
list of customers only. This is a 
permanent and pensionable ap- 
pointment of high level and the 
Situation is so important and has 
such opportunities that the 
Managing Director will person- 
ally interview every suitable 
applicant. 


MILFORD-ASTOR LIMITED 


Crescent, Salford, 5 


ADVERTISEMENT 
TIVE wanted for sporis 


those of approved ability need apply. 
Sports Publications, 46 Watford Way. 
N.W4 
1934, 2929, 3370 
SPECIALIST ARTISTS required immedi 


aicly. Must have a sound commercial 
experience of Lettering, Layout, Re- 


touching, Figure or Stull Life 
nent and well-paid 


Perma 
qualifications 


Hill, London, B.C.4. Central 43570 


REPRESENTA.- 
mediums, 
Football Club Programmes, etc, Only 


Telephones Hendon 


situations are 
offered to applicants with the necessary 
Please write giving full 
details of past experience, or call at 
Chamberlain Studios Lid, 2 Ludgate 


LETTERING AND GENERAI 
ARTIST 


requaed by West End = Advertising 

Auency Only experienced men need 

apply Good prospects and ideal 

working = conditions Phone Art 

DD rector” for appointment 

AUSTIN KNIGHT LID., 
22a Shaftesbury Avenue, W.C.2 

Temple Bar 7801 


RETOUCHING ARTIST. 


general retouching 


Box 5118 Ad. Weckly 180 Fleet St BC4 


Experienced, 
also good improver for machine and 


| 


228 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 36. per tine, 35s. per disp!s) panel inch. All oher 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, etc. Series cates om application; all 
advertisements under seven insertions MUST BE PREPAII Address “Advertiser's 
Weekly,” 180 Fleet Street, London, E-C.4, CHAncer, 8844 (Ex. 725). 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Auency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inchusive 

unless be or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


David Judd Associates Limited 


ARE NOW ABLE TO ACCEPT SIX ADDITIONAL 


FREE LANCE ARTISTS 


Our policy in representing only the few first rate Free Lance 
artists has enabled us to give them maximum publicity, 
representation and regularity of commissions. Demand has 
increased and we should be pleased to see examples of work 
by really competent artists who require these facilities. 


Please write or phone Mr. Winfield before calling. 
175 PICCADILLY, LONDON, W.I - MAYfair 5560 


A COPY TYPIST required for wages 
departmem of large organisation at 
their West End office. Musi be ex- 
perienced§ typist with aptitude for 
figures Good staff conditions, S-day 
week, canteen Write, staing age 
and details of previous experience to 


OLD ESTABLISHED National Trade 
Publication requires Space Seller for 
Midlands and North. Applications in 
writing furnishing age, sales record, etc, 
and commission or salary required to 
Box 5174 Ad. Weekly 180 Fleet St BC4 


Hox $129 Ad. Weekly 180 Fleet St EC4 


A LEADING WEST END AGENCY 
requires print buyer Applicants must 
have extensive experience and knowl- 
edge of modern methods of reproduc- 
tion, Age not under 30. Write, giving 
full details of experience, salary fre- 
quired to 
Box 5126 Ad. Weekly 180 Fieet St BC4 


ASSISTANT SUPERINTENDENT 
(ROTARY PRESS) 


required for 


GOLD COAST 


LOCAL CIVIL SERVICE 
for 2 tours of 18 to 24 months 


The Agency is 


They will be required to 


LAMBE & ROBINSON 


have vacancies for vg 


TWO YOUNG 
LAYOUT MEN 


Produce convincing visuals and carry them 
to finished layout stage. 


Prepare practical working layouts for type- 
setting and engraver. 


Salary must depend upon experience and ability. 
expanding : prospects are good. 


Please telephone for an interview with 


LAMBE & ROBINSON LTD. | be capable af 
169 REGENT STREET, LONDON, W.1I - 


in first instance. Salary, etc., 
according to experience, in 
scale £940, rising to £1,180 a 
year, plus gratuity up to £150 
a year. Outfit allowance £60. 
Free passages. Liberal leave 
salary. Candidates 
must have at: least 10 years’ 
experience on Hoe Rotary 
Magazine Press, and working 
knowledge of Manning Auto- 
caster Stereo Plant and Gigant 


Matrix Press. Write te the 
Crown Agents, 4 Millbank, 
London, S.W.1. State age, 
name in block letters. full 


qualifications and experience, 
and quote M3B 33748/AN. 


ARTIST/VISUALISER. Young man in 
the middle twenties required for the 
advertising department studio in West- 
minster of a large export manufac- 
turer of packaged goods. This open- 
ing calls for a man with agency 
experience, some knowledge of type 
and printing processes and, although 
finished drawings are not required, he 
must be able to express his ideas in 
presentable form. The work is inter- 
esting and varied: there are good pros- 
pects of advancement. Weite, giving 
details of training, experience, present 
employment, etc to Box B911. 
Willings, 362 Gray's Inn Road, 


ARTIST. Required for preparation of 
technical line drawings. Call with 
specimens at Personnel Dept., Ges- 
Nis, Ltd, Broag Lane, Tottenham, 


A TECHNICAL WRITER required by 


firm in N.W. London area. manufac- 
THE ART DIRECTOR turing aircraft : i 


- electrical cquipment 
Applicants must have concise style and 
: compiling technical 
specifications from data or drawings 
Electrical knowledge essential. The 
position is superannuated and gives 
considerable scope to an ambitious 
man with adequate experience. Write, 
Stating experience, age and salary re- 


REGENT 4762 


quired to 
Box 5125 Ad. Weekly 180 Fleet St EC4 


Juty 30, 1953 


APPOINTMENTS V 


YOUNG 
COPYWRITER 
REQUIRED 


An opportunity occurs for a 
versatile young man or woman 
to join the creative staff on 
an established, medium-size 
Agency. The successful appli- 
cant, who will probably be 
about 24 years old, and who 
will already have one or two 
years’ experience as a copy- 
writer, will work on an inter- 
esting and varied group of 
National and ‘Technical 
accounts. 

Write, giving details of past 
experience and salary required 
to 

The Creative Director 
STEPHENS ADVERTISING SERVICE LTD. 
11 New Court, Lincoln's Inn, W.C.2 


LAYOUT 


ARTIST. Director of fast- 
growing Australian Advertising Agency 
on visit to London, invites applica- 
tions from Layout Artists who are in- 
terested in working in Melbourne 
Salary range from £1.250 to £1.750 
dependent on experience and ability 
Write giving full details and enclosing 
2 or 3 printed specimens of work to 
BV. Bele, Esq.. c/o The National 
Bank of Australasia Ltd. Australia 
House, Strand, London WC2 


MIDLAND MANUFACTURERS — are 
establishing a small advettising 
department and invite applications 


from young expericnced men accus- 
tomed to press layouts, copy, catalogues, 
etc Unique Opportunity for those 
secking a position eventually as advertis- 
ing manager. Commencing Salary £500 
per annum. Write, stating — rong full 
details of previous experienc 

Box 5165, Ad. Weekly 180 Fleet ‘Se EC4 


ADVERTISING 
MANAGER 


required by Measham Motor 
Sales Organisation Ltd. 
The man we visualise for 
this important appointment 
is already in the four figure 
salary class, is between 30 
and 40 years of age, and 
has had some experience of 
the Motor Industry. 


Applicants should write to 
The Secretary, giving fullest 
details of experience. 


MEASHAM MOTOR SALES 
ORGANISATION LTD. 


MEASHAM, Nr. BURTON-ON-TRENT 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


LARGE ENGINEERING ORGANITSA- 


ION based on London cequires ex- 
perienced exhibition manager to take 
charge of its exhibition and display 
activities, both technical and  con- 
sumer goods. Practical and admini- 
s.rative experience essential, preferably 
in similag ficld. Salary £1,000—£1,200 
p.a. Please reply. giving full detaile 
cf previous experience to Box AW 510 
L.P.E., 110 St. Martin’s Lane, W.C2 
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VACANT 


Opportunity in Kenya for 
EXPERIENCED 


ALL-ROUND ARTIST 


Kenya Advertising Corporation 
require artist to work on a wide 
variety of interesting accounts. 
Must be able to see a job 
through from idea to finished 
art. Knowledge of copy and 
production an advantage. Post 
offers good prospects of eventual 
Studio managership. Home 
leave privileges after 4 years ; 
salary according to qualifications 
with local cost of living allow- 
ance. Write in first instance to 
EXPORT ADVERTISING SERVICE 


UMITED 
22 Old Bond Street, W.! 


iii 


CLASSIFIED ADVERTISEMENTS 
| 


Excellent opportunity for 


Production 
Man 


Leading London Agency 

offers interesting progressive 

position. Two to three years’ 

Agency experience essential. 
Full details to: 


Box 5175 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST AND IM 
PROVER juired by commercial art 
studix experienced in the usc 
of airbru n black and white work 
for repr tion Excellent salary. § 
day week Telephone Croydon 3930 
for appointment, with specimens 


ASSISTANT DESIGNER required. Cap- 
able of executing colour roughs, paper 
models and fully comprehensive work- 
ing drawings for showcards and 3- 
dimensional displays, ctc. Write, giving 
full details of experience and salary 
and submit specimens to Miss 
H. Jobbins, c/o W de Majo, 33 
Jubilee Place, S.W.3 
COMMERCIAL ARTIST requited 
be capable of executing 
finished drawings and neat lettering 
Creative ability an advantage but not 
essential. Wri.c, giving full details of 
experience and salary required, and 
submit specimens to Miss H. Jobbins, 
co W A. de Majo, 33 Jubilee Place, 
S.W.3. 


Must 


first-class 


ACCOUNTS 
EXECUTIVE 


Experienced executive, ac- 
customed to working on 
own initiative, preferably 
with practical knowledge 
of Advertising to overseas 
markets—required quickly. 


Box 5169 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. Senior 
required with agency experience, a 
wood knowledge of Typefaces and 
Blockmaking and capable of handling 
top-~<lass Sales Literature ideal con- 
ditions and good salary offered to first- 
class man. Write fully to 

Rox SISS Ad. Weekly 180 Fleet St BC4 


Production Man 


PRODUCTION 
ASSISTANT 


required for Publicity Depart- 
ment of large national advertiser 
in the North-West. Experience 
in copy details procedure with 
knowledge of typography, block- 
making, etc. Progressive post 
with superannuation scheme in 
operation. Reply giving age, ex- 
perience and salary required to 


Box 5159 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION 


ASSISTANT (male) 
required for space department of Lon 
don Agency accustomed = & block 
ordering, proof checking and handling 
small accounts. Write, stating previous 
cxpenien age, and salary required to 
Box S18k Ad Weekly 180 Fleet St EC4 


CPV 


want a 


WOMAN 
COPYWRITER 


Write giving details to: 


Staff Manager 
COLMAN PRENTIS & VARLEY 
34 GROSVENOR STREET, W.1! 


RETOUCHING ARTIST 


required by 
CHAS. BARNETT ARTISTS 


Applicant must be first class man. 
Holiday arrangements con- 
sidered. Write for appointment 
giving brief details of experi- 
ence to 


Chas. Barnett Artists 


1-2 Pemberton Row, London, E.C.4 


AREA RIPRESENTATIVE WANTED 


for Lamashire and Yorkshire to sel! 
subscript s for, and advertising space 
mn im tant industrial commercial 
monthi iblished overseas. Send full 
Parlicula two 

Box $1 Ad Weekly 180 Fleet St BC4 


' 
SHORTHAND TYPIST of good educa- 
tion and office experience required in 
Advertisement Departmen of well- | 
known National Magazines Aged 
23-27 years Hours. 9.30 to 5.4%, no | 
Saturdays Phone Temple Bar aus, | 
Ext. 209 for appointment 
POSTERS. A_ well-known = advertising 
agency (London W.1) has an office 
vacancy in the Outdoor Publicity 
Department, suitable for a young 
woman with some clerical anc type 
writing experience Position offers 
pleasant working conditions with pen 
sion scheme after short probationary 
period. Replies, with short details of 
present and past employment, should 


be addressed to 


Box 5162 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


An extremely interesting and 
permanent position is offered by 
a Sheffield Manufacturer of an 
internationally advertised range 
of hand tools. The applicant 
would be in control of a small 
staff and should have a sound 
knowledge of all aspects of pub- 
licity both at home and abroad. 
Age about 28-30. Agency 
trained man preferred. 


Box 5166 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION. Young man required 
for production department of London 
agency Must have previous agency 
experience and the ability to take over 
a number of technical press accounts 
Write fully giving full particulars to 
Box SiS4 Ad. Weekly 180 Ficet St EC4 


SENIOR BOOK-KEEPER (lady) required 
by advertising agency, fully experienced 
and capable of acting as deputy to 
head of accounts department Adver 
using agency expericnce essential 
Apply in writing to C. Scarborough, 
Waddicors, 38 Park Street, W.1 

YOUNG GIRL with at least one 
Agency or Publicity experience 
by major film company 
Publicity Department 
age. ecxporimonce 
Box S184 Ad 

VISUALISER. 


year's 
required 
as assistant in 
Write stating 
and salary required w 
Weekly 180 Fleet St BC4 


Top Flight Visualiser 


Layout man required for London 
Agency. preferably with experience of 
Technical Accounts The position 
offers caclient prospects and holidays 


as arranged 
Box S113 Ad 


Write fully to 
Weekly 180 Fleet St EC4 


POINTEL DESIGN COMPANY 
require a versatile general artist ex- 
perienced in all phases and able to 
design for all the printing processes. 
Top salary and holidays a a-ranged 

29 Villiers Street, W.C.2. 
Phone WHI 5991 


ONE LINE AND LAYOUT MAN re 
quired and one first-class retoucher 
Box S179 Ad. Weekly 180 Ficet St BC4 


APPOINTMENTS WANTED @ 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


REE-LANCE ARTIST 
Lettering, Layout 
First-class work, 
able charge. 
Gardens, E.4 

WANTED: = Free-lan Artist for 
Advertisements, Window Bills 
lea Importer, Dingwall 

PREE-LANCE ARTIST required for linc 
sketches of industrial equipment. Write 
J. W. Bennett, General Trade Clearings 
Ltd, 82-90, Seymour Place f 


APPOINTMENTS WANTED 


GENERAL ARTIST secks change 10 
years’ experience stilldife, figure, ver- 


undertake 
Retouching 
service, reason 
Dove House 


can 
and 
rapid 
Lyons, § 


Press 
Rowat, 


saiile 
Box $136 Ad. Weekly 180 Fleet St BC4 
ACCOUNT EXECUTIVE = experienced 
handling national and technical ac 
counts, through every stage. Available 
for London agency 
Box S135 Ad Weekly 180 Fleet St BC4 
STUDENT. Virile mind, able to visual 
we; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
creative potential, Salary unimportant. 
Roe 4141 Ad Weekly 180 Fleet St BCa4 
YOUNG MAN, axe 20, Public School, 
two years all-round agency training 
secks a post which will reward hard 
work and initiative Write 
Box 5164 Ad. Weekly 180 Fleet St EC4 
FULLY EXPERIENCED Space Salesmen 
available Will consider any sound 
proposition local or national coverage 
offered rite 
Box S157 Ad Weekly 180 Fleet St BC4 
LIVE PUBLICITY MANAGER, 1° 
years one firm, secks change to medium 
sived concern desiring modern publicity 


with personal touch. Own roughs, copy, 
production press lic-ups ample evi 
dence of capacity available 


Box S168 Ad Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


(M.1.A.M_A) 


of large manufacturing 


organisation with world- 
wide sales would be inter- 
ested in similar position in 
London, Home Counties or 
the South. 
Box 5158 
Advertiser's Weekly 180 Fleet 61 EC4 


ASSISTANT ADVERTISEMENT MANA.- 


SER, aged 25 years, DAA. finalat 
with 34 years’ experience, both selling 
and administration wishes to join 
agency staf as Assistant Account 
Executive but will be pleased to con 
sider any other suitable offers 

Box 5138 Ad. Weekly 180 Fiect St BC4 


SHORTHAND-TYPISTS. 
taries, Clerks, etc 
urgent need of staff, 
Bureau, Excel 
Sueet, W.C.2 
specialise 

MAN, 
perienc: 
level 


Private Secre- 

you are im 
contact Embassy 

House, Whitcombe 
(WHiltehall $924). We 
in efficient personnel 
extensive advertising agency 
all creative branches, top 
layout copy, campaign, plan 
ning, secks congenial position offering 
scope and responsibility 
Box S13! Ad. Weekly 10 Fleet St BC4 


them 


WANTED— 
an agency that provides creative design problems 


for a layout man—not arrangements 
employ account-executives that sel! ideas 
A firm that will pay well for corresponding talent, 
and, above all, one that offers interesting accounts 


REWARD— 
a young, award-winning designer from Canada 


with both studio and agency experience in layout and finish 
A man that has worked successfully for many New York 
and Toronto agencies on major national accounts. He has 
decided to settle permanently in London, with the hope of 
' obtaining greater scope for his ideas through British advertising 


and reward appears inceresting, please contact 
Box 5167, Advertiser's Weekly, and examination of 
above will be arranged at your convenience 


One that has in its 
not deliver 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


The printing of 


PERFECT 

ROUNDNESS 

IN SPACE 
by the 


Roye-Vala 
three-dimensional 
process 


is exclusive to : 


Hi. CLARKE & CO. (Lonnon) LTD. 
36-46, NEW INN YARD, E.C.2 
Telephone: SHOreditch 6281-3 


ih 


TYPE NSA AIR BRUSH 


TYPE NSE AIR BRUSH | 


TYPE ACA-I AIR 
| COMPRESSING OUTFIT 


or 


PRESSURE REGULATING® 
es wed 


It is amazing what a difference it makes to have the Air Brush at your 
elbow . . . Studios where Acrograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (SH), giving details 


AEROGRAPH 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


of Aerograph Air Brush and 
Air Compressing equipment. 


%& For precise adj 
at each studio bench. 


of air pressure 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 


Showrooms :— London, 


Birmingham, 


Bristol, Glasgow, Manchester 


I nih 
BS URGENTLY 
| WANTED 


S §6SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 

: PLEASE SEND or LET US COLLECT 
BEST PRICES PAID 


IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - 


Telephone: Mitcham 2231-188!-4054 


MITCHAM 


Telegrams: Destroying, Mitcham 


July 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, Londor 
30, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, 


Tadooe 


-=STOP PRESS— 


CPV GET BENTALLS 
ACCOUNT 


COLMAN, PRENTIS & VAR- 
EY LTD. ARE TAKING OVER 
1E ACCOUNT OF BENTALLS 
TD., THE KINGSTON-ON- 
THAMES STORE, THIS WEEK- 
END. THEY WILL REORGAN- 
ISE THE WHOLE OF 
BENTALLS PUBLICITY FROM 
NAME BLOCKS AND PAPER 
a TO PRESS ADVERTIS- 
ING. 


CALL FOR ROAD SAFETY 
CAMPAIGN 


During Parliamentary debate on 
road accidents G. R. Strauss, for- 
mer Parliamentary secretary to 
Ministry of Transport, urged 
launching of national propaganda 
campaign on the same scale as 
that used in 1946, which, he said, 
resulted in very striking fall in 
number of accidents and deaths. 
it would cost £100,000 or maybe 
£200,000, he said, but it would 
have lasting and stimulating effect. 
it was no use using gentle methods 
and “pretty smiling girl” technique. 
People had to be shocked and 
frightened. The ‘Gloomy Widow’ 
poster had done a fine job last 
time. 


Aldwych Club closing August 1I- 


15 for holidays. Temporary tacili- 
ties for members at the Press Club. 


E.C.4 


LATEST SALES FIGURES 


Latest net sale figures: “Neath 
Guardian” series 16,194 Jan-June 
(15,839 July-Dec); “News of the 
World” 8,168,820 (8,162,865) ; 
“The Observer” 475,609 (454,144). 

“Scottish Field” 35,890 (up 
2,671); “Perthshire Advertiser 
36,540 (combined Wednesday and 
Saturday edition up 796); “Ayr- 
shire Post” 22,549 (up 335). 


Geoffrey Tewson has resigned as 
the editor of “Future” to take up 
an appointment with O. W. Roskill, 
industrial consultant. He will con- 
tinue to serve “Future” in an ad- 
visory capacity. Gilbert McAllister, 
a director of Gilbert McAllister 
and Partners Ltd., public relations 
consultants, has been appointed 
managing editor. 


“School Cap” is title of new 32- 
page fortnightly school story 
magazine being published by 
Charles Buchan’s Publications Ltd. 
First issue August 6. 


L. A. Bruce, sales manager, and 
C. Allwright, works manager, a 
pointed executive directors of Fr. 
W. Soule (London) Ltd., printers 
and publishers. 


Auger & Turner appointed for 
Carway Car Accessories Ltd. Cam- 
paign in national, technical and 
trade press. 


(Phone: Chancery 8844.) 
ondon, establishment, 
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